Three Dollars a Year 


The Blade with the Reputation 
Clemson Bros., Inc., Middletown, N. Y. 
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Can hardware dealers use counter or window selling displays for 
Tap Wrenches and Burring Reamers? 













We didn’t know but we thought so, and 
bought a quantity—a year’s supplv, so we 
thought. Then we announced them in this 
very space and in five weeks we sold be- 
tween 25% and 30% of our year’s supply. 
















Yes, indeed—Hardware dealers not 
only can use tap wrench and burring 
reamer displays but they are using them 
with excellent effect. 





Probably by the time this message gets 
into print over 60% of our displays will i 
be out working. But our friends needn’t : 
worry—we ll buy some more—and keep 
on buying them until every progressive 
hardware dealer has one. 





You can tell from the illustrations how 
they look—and as our initial announce- 
ment stated—you save money by buying 
an assortment. Each assortment with its 
lithographed metal display stand will stand / 
you less than a ten dollar bill—dquite a bit 
less, so why hang back? 
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[] Quote prices on 34-T and 26-R Tap Wrench 
and Burring Reamer Assortment. 















0] Send me one of each. 








va GREENFIELD f TAP AND DIE. 
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AINTERS have relied on pure White Lead for generations of 

good painting. No other kind of paint makes so dependable a 
foundation for various decorative finishes applied through the years. 
Eagle Pure White Lead in Oil is made from pure lead by the Old 
Dutch Process. Let Eagle help maintain your reputation for handling 
highest quality materials. 


Fhe EAGLE-PICHER LEAD COMPANY .« 134 North La Salle Street « CHICAGO 


EAGLE ?ure WHITE LEAD 


OLD DUTCH PROCESS 
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— Plus 


—national advertising that ensures 
constant growth in the public appre- 
ciation for E--eready Columbias; 

—window display materials in large 
variety that enable you to tie in with 
the national advertising ; 

—consumer demand that shortens your 
selling effort; 


NATIONAL CARBON COMPANY, 
Chicago 
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—consumer satisfaction that helps 
build your reputation as a seller of 
good goods; 

—constant turnover that means excel- 
lent battery profits. 

7 7 7 
Order Eveready Columbia Dry Bat- 
teries from your jobber. 


INC., New York—San Francisco 


Kansas City 


Unit of Union Carbide and Carbon Corporation 





EVEREADY 


COLUMBIA 
Dry Batteries 


-they sell faster 
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THE HARDWARE VETERAN 
SELLS A HACK-SAW BLADE 


June 23, 1927 


GIVE YOUR CUSTOMERS 
THIS FREE SERVICE 
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Free instruction charts for 
building things at home, now 
offered FREE by Disston to 


hardware merchants 


Everybody is building something 
at home now-a-days: Bird houses, 
lawn benches, 
hanging book- 
cases. The av- 
erage man is using 
tools oftener than 
he ever did before. 


It has always 
been necessary for 
men to buy blue- 
prints and instruc- 
tion sheets show- 
ing the details of 
construction. 


But now Diss- 
ton makes it pos- 
sible for the hard- 
ware merchant to 
offer this service 
free to his cus- 
tomers. 


Disston has selected two easy-to- 
make items, a hanging bookcase 
and a smoking stand. A Chart has 
been prepared showing in a simple 
manner, every step in their building. 


A quantity of these charts is of- 
fered to every merchant for free 
distribution to his trade. 


And in addition, Disston gives 
you a colorful window trim an- 
nouncing this 
free service in 
your store. 


Just mail us 
the coupon and 
it will all come 
to you free. 


Encourage 
this use of 
tools! It in- 
creases your 
sales of tools, 
paints, putty, 
glue, and a 
dozen other 
things. 

Every man 
to whom you 
give a chart 
becomes a bet- 
ter customer and a bigger purchaser. 

Use the coupon now. There are 
no charges of any kind. 








The completed 
Bookcase 





The handy 
Smoking Stand 





Henry Disston & Sons, Inc., 
Dept. 1, Phila., U. S. A. 


Send me free your new Handy | 
: Man Trim complete with Instruc- | 
tion Charts. : 


§ TURNS BOE BOO... 20a -corncnrsssapaet fonsesescoeee ! 


| City IN om cree aos cecesen cee | 


I find (says the veteran) that it 
pays at the outset to spend a little 
time thoroughly explaining a blade’s 
merit. It insures satisfactory serv- 
ice and a repeat customer. So I sell 
a new customer about like this: 


“Mr. Jones, we handle the Diss- 
ton Hack Saw Blades. Their 87 
years’ experience making saws to 
cut hundreds of things enables them 
to put something into a blade that 
means longer wear. 


“They make their own steel, a 
special alloy steel which they devel- 
oped themselves. It is unusual for 
the fineness of its grain and for its 
extreme toughness. This steel re- 





Enlarged view of 
Disston Hack Saw Teeth 









ceives a special and uniform heat 
treatment. 


“These teeth, you see, are milled. 
See how uniform they are; no dis- 
tortion. That means you will have 
no slipping or pinching in your 
work. 


“The teeth also are milled at a 
special angle which gives a maxi- 
mum of cutting speed. Notice that 
every third tooth is without ‘set.’ 
They act as ‘cleaner’ teeth and plow 
straight through the cut carrying 
out the chips, which with ordinary 
blades slow up your stroke and dull 
the teeth.” 











A TRIBUTE TO 
ENDURING QUALITY 


Crystal, Mich. 
April 21, 1927. 
Dear Sirs: 


I have been reading your adver- 
tisements about the saws you are 
putting out. So I am sending you 
tracings of two saws which were 
purchased from Heath & Condon, 
Carson City, Mich, forty-seven 
years ago. They have been in actual 
service every day and have always 
been filed by the same man, 


They are used in our Cabinet and 
Wagon Shop. We have two com- 
plete sets of Disston Saws, small 
back saws, large mitre saws, and all 
other necessary sizes and kinds. 


Jolly C. Sigsby. 





Forty-seven years . . a long 
time. The workmen who made 
those saws have gone, but others 
stand in their places;—sons who 
have inherited their saw-skill from 
their fathers before them, and who 
have pledged themselves to carry 
on the established standard of Diss- 
ton Quality. 














HAVE YOU JOINED? 


The Disston 25-Year Club is 
composed of thirteen hundred hard- 
ware merchants who have sold 
Disston Saws for 25 years or more. 
If you are eligible, write for appli- 
cation form. 





A BEST SELLER 
FOR 27 YEARS 


“We have been 
handling your 
saws since 1900 
and are still at it. 
They are our best 
seller. So kindly 
enter us and send 
us a Certificate of 
Membership. My 
father first started 
in the hardware 
business in 1886, 
and in 1902 came 
to Moulton. In 
1915 I was taken 
into the business and became the 
ownér in 1923, following the death 
of my father.” 


E. J. Knesek, 


F, J. Knesek & Son, 
Moulton, Tex. 


E. J. KNESEK 


_ Members! Send in suggestions or 
items for publication in the 25-Year 
Club News. Make this paper your 
own, by contributing to its columns 
frequently. Address communications 
to the Acting Secretary, Disston 25- 
Year Club. 


“This will ac- 
knowledge receipt 
of framed Certifi- 
cate of Member- 
ship in the Diss- 
ton 25-Year Club. 
It arrived in good 
condition and now 
has a prominent 
place in our 
store.” 


J. B. McCarroll, 


McCarroll Bros., J. B. McCARROLL 
Ottumwa, Ia. 


Published by HENRY DISSTON & SONS, INC., Makers of ‘The Saw Most Carpenters Use,”” PHILADELPHIA, U: 8. A. 
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WATTS HARDWARE AND FURNITURE CO. 


(incorporated) 





HARDWARE, FURNITURE, PLUMBING, BUILDING MATERIAL 
—————“—_" 
‘ eAINTS, OILS, GLASS, ETC 
w. J. —— Prev : : 135-137 NORTH BoU LEY AKD 
Ho a Or iad View Pre TELEPHONE | 
gE. lL HURLEY. Sec., & Treas 
DeLand, Fia.. 
Bovember 13, 1926 
peasiee-Gaulvert Company. 
Louisville, e 
Gentlemen: 
we find we have neglected 
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to express t Gaulbert Company, 
the manner in which they carry en their business and to te 
the fine quality © nufactured by them. 
since we first started 
, Stains and el 
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gE-GEE line of Paints 

and from our pe umption, the quality of the aint, 

with the reputation of the peasie -Gauildert Company, speak for 
themselves. We oan nonestiy 5*7: it has been @ pleasure to sell 
your Line. 
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r. Page has 


a few words to 
say about PeeGee 


One of the hardest jobs 
we have is to talk about 
ourselves. 


No matter how modest 
we try to be in present- 
ing facts, when we read 
what we have written it 
sounds kind of braggy. 


Now here we have 

Gee Dealer, one ei a 
had the experience of sell- 
ing three times as much 
as he had figured on, and 
he tells how Pee Gee 
worked with him todoit. 


Mr. Page tells in an ex- 
tremely brief way, how 
he sells a car of Pee Gee 
Paints every sixty days 
instead of a car every six 
months as he figured on 
—there are some inter- 
esting facts stated here. 


It’s Pee Gee's business to 
show you and help you 
make money witha paint 
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Peaslee-Gaulbert Co. 


LOUISVILLE - ATLANTA - DALLAS - HOUSTON 
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We've Moved = 


The demand for Star Brushes has made it necessary 
to double factory space. Our engineers have. given 
us the most modern brush factory that can be had. 
This means improved service and even Better Brushes. 


N Order now and let us prove it. 
Fiore A 
STAR BRUSH ST R 


Sm BRITSHES 









Hunters Point Ave. and Manly Street 
LONG ISLAND CITY 
NEW YORK 
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In Alabastine Sales 


Dealers who take advantage of the universal demand 
for Alabastine—who carry a complete stock of the 
twenty colors—who give a fair amount of shelf space 
and window display to this product—these are the 
dealers (and there are more than 30,000 of them) who 
know there are generous profits in this wall coating 
now used in millions of homes. 








Through more than a half century, Alabastine has 
proven its worth over all rivals. A thousand substi- 
tutes have come and gone in the meantime. 


\\NS 
‘ \' , 


We send customers into your store by our extensive 
national advertising. Everywhere the same story pre- 
vails—Dollars for Dealers who carry Alabastine. Order 
through your nearest jobber. 
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‘Free To Dealers 


Let us help you to make real profits, Mr. Dealer. Write 
for our booklet illustrating attractive, new Opaline effects 
obtained with Alabastine—a revelation to you and your 
customers. Also ask for information concerning our 
special Stencil offer, and our free offer of high grade, 
all bristles, 7-inch wall brush. And at the same time 
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Look for the Cross permit us to put you on our list, along with thousands 
and Circle of other dealers, to receive, without cost, our helpful 
Printed in Red and interesting publication, “Brush and Rail.” 


Alabastine Company - Grand Rapids, Mich. 





INSTEAD OF KALSOMINE OR WALLPAPER 
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For that tenth customer recommend— 


LUXERLERY ENAMEL 


A Beautiful, Durable Finish 








NE customer out of ten wants 
the utmost in quality—regardless 
of cost—-when buying enamel. 





Luxeberry Enamel 





is made in pure white For this tenth and most important 
and the following customer you should have Berry’s 

popular shades: 

Luxeberry Enamel. 

Rich Cream 
French Gray Here is a product of surpassing merit 
Londun Get a agrees those rare working 
Pale Blue qualities all good painters appreciate. 
Sea Green Luxeberry Enamel in pure white, delicate 
Old Ivory tints and rich colors, flows out like 
Ivory liquid velvet and has exceptional 


hiding properties. 





Best of all—ait produces a Sinha of 
unsurpassed beauty and durability. 
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BERRY BROTHERS 


Varnishes Enamels Stains 
Detroit, Mich. Walkerville, Ont. 
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The hand that has 
no business there! 


UST as much of a loss as if it disap- 
peared from your cash register is the 
year to year loss from stagnant, slow 
moving stock! 
Insurance, shelf-space, interest on in- | 
vestment—all in all, the carrying charges 
amount to at least 10% per year! 


Besides that’s space and money which 
could be earning profit on other goods! 
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Newark, N.J., Portland, Ore., Los Angeles,. Cal. 
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> Balance! 


that “Smacks the Ball 
out of the Lot’ 


BALANCED bat makes the most of a Babe Ruth 
Swing. Weight in the right place puts the ball 
over the fence. 








Balance is important in hammers, too. 


A cheap hammer doesn’t have balance. Weight out of 
place tires the arm muscles, requites more effort—a 
greater number of blows to drive a nail home. 


V 
Even the handle proportions of a Velchek hammer are 
the result of deep study of tool design. The well-tapered 
throat, the man’s size grip—the comfort, the effortless 
swing, the lively swing of the Velchek is not the result 


of guesswork. Years of specialization in the making of 
fine tools are responsible. 


Facts on Velchek 


All Velchek tools are made by the most advanced process 

This Board known, making possible the production of precision made 

SELLS TOOLS! __ tools in volume at low cost. A new era in tool merchan- 

dising is starting. Fine tools no lenger are exorbitantly 

priced. Jobbers and dealers send the coupon for full 
information regarding Velchek sales opportunities. 





Supplied with- 
out charge with 
Velchek $39 


Assortment. CThe VLCHEK TOOL COMPANY 


The World’s Largest Manufacturers 
of Automotive Hand Tools 


3000 East 87th Street + + Cleveland, Ohio 
me in profit. Send me a Velchek 


Foreign Department: 53 Park Place, New York 
hammer to test and compare. Bill 


The Velchek Board 42345 























Write to Velchek! 


THE VLCHEK 
TOOL COM PANY 
3000 E. 87th St., Cleveland, O. 


Tell me what the Velchek line offers 


SIM ONY” 


enue 
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THESE CANS WILL INCREASE 
YOUR SALES 


A dealer recently advised that since handling Hercules Steam-Distilled Wood 
Turpentine in cans, he has more than tripled his turpentine sales. 


Formerly he discouraged the sale of turpentine of account of the inconvenience in 
handling. Now he is anxious to sell Hercules turpentine. He suggests to his cus- 
tomers that they will need turpentine to go with their paints and varnishes. 


These convenient and clean containers eliminate all the mess and annoyance of fill- 
ing empty cans and bottles with turpentine. Every dealer is interested in handling 
a material which is easy to sell and gives him a profit. 


Let your cash register tell you the advantages of selling Hercules Steam-Distilled 
Wood Turpentine. 


HERCULES POWDER COMPANY 


(INCORPORATED) 
956 Market Street Wilmington, Delaware 


ALLENTOWN, PA. Sales Offices: POTTSVILLE, PA. 


BIRMINGHAM DULUTH LOUISVILLE ST. LOUIS 


BUFFALO HAZLETON, PA. NEW YORK CITY SALT LAKE CITY 
CHATTANOOGA HUNTINGTON, W. VA. NORRISTOWN. PA. SAN FRANCISCO 
CHICAGO JOPLIN, MO. PITTSBURG, KAN. WILKES-BARRE 
DENVER LOS ANGELES PITTSBURGH WILMINGTON, DEL. 
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MURPHY BRUSHING LACQUER 
is going dg 


Bigger than we hoped for, even. 
Dealers everywhere tell us their stocks 
are moving rapidly—and saying it 
with re-orders. 

_ What share of all this fine Murphy 
Brushing Lacquer business are you get- 
ting? ... Our advertising is broadcast- 
ing this new Murphy story in millions 
of homes. Hundreds of thousands of 
old chairs, tables, porch things are being 
made bright and fresh and usad/e with 
Murphy. Hundreds of thousands more 
are waiting for Murphy. 

A suggestion over the counter, 
rightly timed, does wonders in sending 
a woman out of your store with a can 
of Murphy under her arm. 

Our window displays are unusually 
good. Have you put one in? 


Are you giving counter display to 


Murphy color cards and the instruction 
book? The instruction book is a real 
business puller. It not only excites a 
woman’s imagination but it shows how 
easy it is to do a first class job with 
Murphy. 

Murphy Brushing Lacquer does 
give a woman what she wants —easy 
brushing, quick drying, a fine velvet 
gloss. Sixteen colors to choose from. 

If you haven’t either the Murphy 
5 panel, full colored window display 
or the color cards and instruction 
books, send for them. We'll ship them 
free at once. 

Don’t let Spring and Summer go 
by without making a real effort to get 
all the Murphy business in your com- 
munity that’s waiting for you to reach 


out after. 


Murph 
BRUSHIN oT acquer 


¢¢ What I like best about the men who make up the Murphy Varnish Com- 
pany is the sane way in which they look at their own job—not the largest (eran: 
varnish makers in the world, not the only makers of good finishes, but ee: 
merely the determination that all the finishes they make shall be good. 99 


MURPHY VARNISH COMPANY 


NEWARK CHICAGO SAN FRANCISCO MONTREAL 
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REZNOR 
ORTHORAY 
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NO. 606- BRASS NO. 605-BRASS NO. 604-BRAS 
12 GLOWERS, LIST PRICE 2490 10 GLOWERS, LIST PRICE 1999 B8GLOWERS, LIST PRICE 1490 





Better Heaters 
at Lower Prices 





A ed by A i ° 

Gas Association — the HE world’s most advanced and complete line of 
t ° 

gas appliance field. gas heaters—supreme in beauty, and permanent 


heating efficiency, priced to build sales for you. You 
can start these sales if you will get a sample on your 


floors. 
The Saturday 
Evening Post 


with its more than 3,000,000 readers, will tell your 
entire community in the fall of the wonders and beauty 
of the new Reznor Orthoray. 


In Reznor Orthoray is combined a new and mar- 
velous efficiency in safe gas heating, new and sales- 
creating beauty in fireplace art. 


List Price. Don’t put off ordering. Get your sample; No. 605 
$14.90 is destined to be a big seller in this marvelous line. On 





. display, it will make immediate sales—sales you might 
l¢ Will Sell as well have now. 
massed campaign, double- 
page spreads, brilliant Write, wire, telephone 
color, dominating in 


The —— Evening Post 

—and your town will know . , 
of the new Reznor Orthoray. REZNOR MANUFACTURING COMPANY} 
It means action, quick action 

—with profit for you. MERCER, PA. 
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The New Way to Sell Chain! 


Chain is a profitable item for any hardware dealer— 
when it’s in sight and can be handled quickly and 


easily. 


The Orange Seal Stand does three things mighty 
well— 


It furnishes a place to keep a stock of chain in 
the smallest possible space. 


It provides a quick and easy method of handling 
and measuring the desired size and length. 


It creates a desire and actually sells more chain 
than two clerks would under the old method. 


Stand is 51 inches high, 15% inches wide and,.1314 
inches deep at base. Is painted Olive Green. Litho- 
Paint sign at top is in three colors, Orange, Green 
and Black. Total weight, including crates, 172 lbs.; 
stand, 22 lbs.; contents, 134 lbs. 


Outfit is priced at $30.15 to the dealer. Suggested 
resale price to consumer at total of $60.33 shows a 
handsome margin of $30.18 or 50%. 


Chain Contents on Removable Reels 


Ali k msinrood kinish 


350 ft. Reel No. 4 Brown Chain Sherardized. 
250 ft. Reel No. 1 Brown Chain Sherardized. 

125 ft. Reel No. 3/0 Triumph Chain Sherardized. 
175 ft. Reel No. 2/0 Brown Chain Sherardized. 


ee i ee: on vnwied btedd neneseuaarewswdaaws Asst. No. 101 
NIE AL ES Eee ee Se eon, aa i ie “ No. 102 
SO Snaps with “S” Hook attached............c.cccccces * No. 107 

Te i PR dad ins oe nceedecaunwdesnewchoeda “ No. 115 


There is a jobber near you who can supply you with stands and refills. 
Write us for his name and complete information—Now ! 





A few territories are still open in which a jobber willing to cooperate 
‘may secure a most valuable franchise on the entire line of Bridgeport 
Orange Seal Products. This is a distinctly new proposition and has 
‘been closed by several leading jobbers within the last six weeks. Prompt 
action is necessary to win out in your section. Write now to 


THE BRIDGEPORT CHAIN COMPANY 
Bridgeport, Conn. 








BRIDGEPORT CHAIN 








#350 ft. No. 4 Brown Chain, 17% Ibs. 





250 ft. No. 1 Brown Chain, 29 lbs. 





175 ft. No. 2/0 Brown Chain, 31% Ibs. 





125 ft. No. 3/0 Triumph Chain, 34 lbs. 


Box Assortments 
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C ustomer Turnover 


T is one of the costliest 
things in business—“‘cus- 

tomer turnover.” Especially 
when the quality customer 
slips away—the man who al- 
ways buys the best. 

He is the desirable kind of 
customer—the. customer you 
want to hold. You can hold him—you can attract 
more like him—by handling proven, dependable prod- 
ucts in every line of merchandise. He buys where 
he is always sure of getting the products which he 
knows are highest in quality. 





Such a product is Dutch Boy white-lead. For many 
years it has been standard among skilled professional 
painters and other discriminating purchasers. It is a 
paint material of high quality and recognized merit. 
Quality customers usually prefer Dutch Boy. 

Let Dutch Boy help build your business. Feature 
Dutch Boy. It will attract the best trade—the quality 
trade—to your store. Write us for any selling helps 
you may need—window displays, signs, booklets, news- 
paper electrotypes, movie slides—they are all yours for 
the asking. Address our nearest branch. 





NATIONAL LEAD COMPANY 


New York, 111 Broadway Boston, 800 Albany St. 
Buffalo, 116 Oak St. Chicago, 900 West 18th St. 
Cincinnati, 659 Freeman Ave. Cleveland, 820 W. Superior Ave. 
Se. Louis, 722 Chestnut St. San Francisco, 485 California St. 
Pittsburgh, National Lead & Oil Co. of Pa., 316 Fourth Ave. 

Philadelphia, John T. Lewis & Bros. Co., 437 Chestnut Sr. 





ie 








w its 2 


“in your store? 


Here 1s one way to hold the best 
kind of customer—to keep him 
from buyin g elsewhere 


~~ ih: > 


e 
Dutch Boy's 


Column 


Star Salesmen 


HO is the star salesman in your 
store? 

That’s a funny question, maybe. 
Perhaps you never thought of any of 
your salesmen as being stars. But 
every store usually has one man who 
brings in more business than any 
other. Probably it’s you—the pro- 
prietor. 

But some stores have figured out 
that their star salesman isn’t a man at 
all! It’s their windows. Or advertis- 
ing by mail— or newspaper advertising. 

Maybe so, maybe not. But it’s true 
that no store can afford to overlook 
the value of consistent advertising of 
some kind. 

And it’s easy to get good advertis- 
ing material—for use in the window, 
the store, or the newspaper. Have 
you seen the selling helps in the way 
of advertising features that National 
Lead Company has worked up for 
you? Write for samples. 
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Y Years \ iN 
Brushes that have the right to bear « l “a 


either or both of these famous names 


WHITING’S 
or ADAMS 


on their handles have all the quality, 
all the finish and all the balance of 
perfect tools. Otherwise they would 
not be the first—and often, the 
only choice—of the vast majority 
of painters day in and day out. 











() TRADE 
— 
W MAR K 


il WHITING-ADAMS lj 


BOSTON 
Ue ee ee 









































Let this 
“Man OF A Thousand Faces” 
Make Friends For You 


Age, New York 
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HOLO 
CARD 
LEVEL oe 
TAP IT ai 





This Face Changes 
Quickly - 


But Your Face Will 
Always Wear A Smile 
Of Satisfaction If You 
Trade Here Regularly 


YOUR NAME, ADDRESS, 
SLOGAN, ETC., HERE 


(This design was created especially for Hardware Age and 
can be supplied ONLY to Hardware Age subscribers) 












**MOV-I-GRAFF’’ Pat. 1925. 


A Brand New Good-Will Creator 


The man’s face (being a flexible chain) assumes hundreds of 
surprising and comical expressions when the card is tapped 


lightly. 


Pass these cards around at picnics, fairs and other gatherings 
and your “ad” will be “the life of the party.” 

The illustration shows the actual size of the cards. Just right 
for enclosure with statements and letters to customers. 


Special Low Prices to Hardware Age Subscribers 


These prices include imprinting in one color your name, address, slogan or 


trade mark. 


Quantities 
500 
1000 
2000 
3000 
5000 


* Special Price to Hard- 


Mfr’s. Price ware Age Subscribers 
19.00 17.00 
30.00 27.00 
60.00 54.00 
90.00 78.00 

142.50 125.00 


large number of these cards and give subscribers the benefit of quantity prices. There 


1 *Note: As a special service to Hardware Age Subscribers we have contracted for a 


is no margin for bookkeeping and collection, therefore please send check with order. 


Hardware Age (Reader Service Dept.) 239 W. 39th St., N.Y. 
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_ Always Ready—Always Profitable! 


HE new Eastman Ever-Ready Chalk Line is a convenient time 
and labor saving device that registers an immediate appeal. 

Fifty feet of sturdy cord, reeled inside a dustproof nickel plated 
metal case and automatically chalked when unreeled, operating much 
the same as a fish line reel, entirely eliminates troublesome, dirty 
time-wasting method of chalking line by hand. 

A handy two way staple is attached to end of the line (see illustra- 
tion) for fastening as desired. Snap the cord and presto—a sharp 
straight clean cut line. 

Mechanical chalking is now only a matter of seconds! The out and out 
advantages of the EASTMAN EVER-READY CHALK LINE will 
be appreciated by your trade—carpenters, masons, paper hangers, etc. 
Display it and you will benefit by its sale. 


You can obtain the EASTMAN EVER-READY CHALK 


LINES from these nationally known hardware jobbers: 





UNDERHILL, CLINCH & CoO............. New York 
WortTH HARDWARE CO...........-0000- New York 
Von THADEN & MEvyepr, INC.......... New. York 
SUPPLEE BIDDLE Hpwe. Co............. Philadelphia 
BIGELOw & Dowsxr CoO.............00.- Boston 
BUFFALO WHOLESALE Hpwe. Co....... Buffalo 
Te, BNE Ce 5 oa ks casdevuas Cleveland 
THE HUKILL-HUNTER CO.............- Pittsburgh 
Sy SE as 06 scudewssabeasanes Detroit 
THe Kruse & BAHLMANN Hpwe. Co..Cincinnati 

= HIBBARD, SPENCER, BARTLETT & Co..... Chicago 
RICHARDS & CONOVER Hpwe. Co........ Kansas City 
SHAPLEIGH HARDWARE CO............. St. Louis 
eemgge-AStIGO Ges aiccibacicrsasene Charlotte, N. C. 
UNION HARDWARE & METAL Co........ Los Angeles 
BAKER, HAMILTON & PACIFIC Co....... San Francisco 





J. F. RYAN & CO., 342 Madison Ave., New York City 
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DIXON’S GRAPHITE PRODUCTS 


Flake Graphite Solid Belt Dressing Boiler Graphite 
Graphite Cup Grease Paste Belt Dressing Pipe Joint Compound 
Waterproof Graphite Grease Silica-Graphite Paint Graphite Spring Oil 


The best graphite and the right graphite for each particular purpose are the reasons for the superiority of Dixon 
Graphite products. 


We have had one hundred years’ experience in manufacturing and marketing graphite and graphite products In 
“¥ ae the words “Dixon” and “Graphite” have become synonymous to thousands of exacting men in every line 
of industry. 


THERE IS NO SUBSTITUTE FOR DIXON’S 


Dixon’s Ticonderoga Flake Graphite. Ideal for cylinder and decidedly lengthens belt life. Stops slipping instantly. 
and bearing lubrication, for coating gaskets, and for any Use for leather rubber or fabric belting. 
other purpose where a better graphite is desired. 

Dixon’s Waterproof Graphite Grease. Protects and lu- 


Regt . bricates elevator plungers, pump plungers, gears, wire rope, 
og eg ah grin gu paca baape ny 2 sepa eam and other parts exposed to weather or submerged in fresh 


— 
the shaft begins to turn, bearing heats and softens it. Pro- salt water. Will not flush off. 
duces dead smooth, graphited bearing surfaces—insures )jxon’s Silica-Graphite Paint 
cool running engine, motor, shaft and other bearings. 


Dixon’s Graphite Cup Grease. The best quality mineral 


- For the protection of metal 
surfaces against moisture, water, acid, alkali and other rust 
Dixon’s Solid Belt Dressing. Keeps leather belts pliable creating agencies. 


Write for Booklet 40-KP. and Prices 


JOSEPH DIXON CRUCIBLE COMPANY 
Jersey City ><RXe New Jersey 
1827 ONE HUNDREDTH ANNIVERSARY 1927 




















Buying, Selling, Collecting ... 


The telephone on your desk will reach distant 
cities and states just as surely as it connects you 
with the other side of town, and you'll be sur- 
prised how little it will cost . . . Number, please? 


BELL LONG 





DISTANCE SERVICE 
































It has been proven time and again that merchandise sells 
best when accompanied by Attractive Display Signs. 

You will be pleased with the ease and dispatch with 
which you can make your own Store Signs, Price Tickets, 
Show Cards and Streamers, with a STENCILOR. 

It permits good work, costs little and returns its costs 
over and over in increased sales. 


Write for Illustrated Folder and Samples of Cards made 
with this device. 








DISPLAY MATERIAL COMPANY 


774 Grand Ave., ST. PAUL, MINNESOTA 


Eastern Agents: DISPLAY MATERIAL CO., 191 Pearl St., 
New York, N. Y. 


For Making Signs and Show Cards Canadian Agents: DISPLAY CARD COMPANY, LTD., Brockville, Ont. 
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There is only ONE Duco...DU PONT Duco 








PAINTS 











BL Sy OE as EPR He RE ap 
AR hag tee SEES Be hese Mi Svs hae st gt 


“Turnover Has 
Been Remarkable” 


¢¢ | °HE turnover has been remark- 
able, considering the short 
length of time Duco has been on the 
market. We consider Duco one of 
the best items we have added to our 
line in some time. 














JAMES & HAWKINS, 


Jamaica, New York 
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REG. U.s, PAT. OF 


CLEAR 


(For Interior Use Only) 


LAUGHS AT 
TIME 
DRIES FAST AND LASTS 


Write for the Du Pont proposi- E.|. by Pont DE Nemours & Co. 
tion to E. I. du Pont de Nemours WILMINGTON, DELAWARE 


a & Co., Inc., 3500 Gray’s Ferry MADE IN U.S.A. 
a Road, Philadelphia, Pa.; 2100 

e : Elston Avenue, Chicago, IIl.; 
ei Everett Station No. 49, Boston, 
a Mass.; 569 Mission Street, San 
Francisco, Cal. TTT TTT 



































PAINTS — VARNISHES — ENAMELS — #£=YDUCO 
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LAST CALL FOR ADVERTISING COPY! 
THE RETAILERS’ CONVENTION NUMBER 
OF HARDWARE AGE PUBLISHED JULY 7 


Goes to Press June 27 


Twenty thousand readers of Hardware Age 
will eagerly await this outstanding Convention 
Issue. 


Retailers will read with marked interest the 
first complete, illustrated reports of the Na- 
tional Retail Hardware Association’s Conven- 
tion held at Mackinac Island, from June 27 
to June 30, which Hardware Age will present 
completely and attractively. 


Your space reservation in ths 
unportant issue is cordially invited! 


Regular Space Rates Apply 
One Additional Color, $50 per page 


Please forward your advertising copy and cuts 
to us promptly. 


The final advertising forms go to press on 


Monday, June 27. 


HARDWARE AGE 


239 West 39th Street, New York City 
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That's all you need to say 
about a plane / 


Selling points of the Stanley Plane No. 5 


1. 


The frog has a support directly in the rear of the 
mouth which practically forms one solid piece from 
cap to bottom. 


. The sides and bottom of the plane are stiffened with 


cross ribs. 


. Width of mouth may be regulated and made wide 


or narrow as the work requires. 


. Simple and positive adjustments for every condi- 


tion that may be encountered. 


. Perfectly balanced. Designed to give the greatest 


ease in handling. 


. Every tool thoroughly inspected several times dur- 


ing manufacture. 


THE STANLEY RULE AND LEVEL PLANT 


NEW BRITAIN, CONNECTICUT 


New York Chicago San Francisco Los Angeles Seattle 





STANLEY 
SW. 








STANLEY PLANE No. 5 


The kind of a plane 
that carpenters use. 
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STANLEY TOOLS 
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The Genuine 1819 Original Snip 


made in nine sizes, length of cut from 134” to 414”, 
length overall from 8” to 17”. 





PEXTO Snips are well and favorably known. 
Voluntary testimonials from satisfied users indicate 
that our snips have given many years of wonderful 
service. 

There are many patterns in the extensive line of Pexto Snips and in addition 
to the quality and popularity there is back of them over a hundred years of 


tool making experience. 
The line is a profit maker for you and you can become better acquainted by reviewing 
our No. 26T catalog which will be sent to you on request. 


THE PECK, STOW & WILCOX COMPANY 


SOUTHINGTON, CONN., U. S. A. 
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AMERICAN 
SCREW 
COMPANY 















Machine Screws 
Tire Bolts 


Wood Screws 
Stove Bolts 


ae 








Largest Stock 
Greatest Assortment 


off memcand 














Providence, Rhode Island 


Western Depot 
225 West Randolph Street, Chicago, Illinois 
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MYERS UNLOADERS 


(~~ MYERS O. K. H. AY UNLOADER One of this season’s biggest crops 
will be hay. Grass looks fine in most 

“4 Be 4 localities. In many sections prospects b 

| ac LONG TRUCK: 16" WHEEL BAS i” for a bumper hay crop are in sight. be 
Reports coming from every direction ‘ 

tell the same story, which, when trans- 
lated into terms of harvest machinery, a 
means that the demand for Myers Hay ie 
and Grain Unloading Tools will be 
heavy. Are you prepared to meet it? 




































: 









SURE LOCK 
SLING UNLOADER 


PATENTED 


8 WHEEL FLEXIBLE ENGINE TRUCK 
or DOUBLE STEEL TRACK 









Myers Unloaders, Forks, Slings, Pulleys, 
Tracks, Hooks and Fixtures—the complete line 
for every unloading activity—nationally adver- 
tised and sold wherever hay or grain of any 
kind is a crop—are built for strenuous service 
during the harvest season. Designed for speed, 
large capacity and light operation, Myers Un- 
loaders save time and labor. They cut unload- 
ing operations in half and frequently when 
weather conditions are unfavorable save many 
tons of hay or grain from being damaged or 
lost entirely. 





FOR SLINGS 
OR FORKS 
















TheMYERS 





































) FIG. 

CROSS DRAFT 7 2054 
SLING UNLOADER with a | 
STEELBEARINGS =| godsisteretenat Ee. : 
PATENTED AY TOOLS & DOOR HANGERS < 
: Make the most out of these favorable conditions s 
\, 18 this year—get in touch with the hay and grain - 
im, WHEELBASE growers in your community now and have them re- “f 
p FOR FORKS pair their old hay unloading outfits or replace them mM 
OR SLINGS with new ones before the rush is on. We are pre- fy 
h DOES NOT pared to support you. Myers quality—Myers per- a 
@ REQUIRE A formance—always superior—always satisfactory—is ¥ 
KNOCKER. ample assurance of profitable sales wherever the de- x 
mand exists. Act today—write or wire. We are @ 





ready to make prompt shipments. 


Tm F.E.MYERS & BRO.€. 


ASHLAND: OHIO: cron 


Manufacturers for over Fifty 
° NLOADING TOOLS ~ BARN.FACTORY end 
WATER SYST EARAGE “DOOR } HANGERS- STORE LADDERS, Etc. 
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Distinctive 
Children’s 
Vehicles 


Since 1887 


















Everything On Wheels 
For Children 
Scooters 
Velocipedes 
Automobiles 
Coaster Wagons 
Express Wagons 












Toledo Blue Streak 
RACE 








Tot Bikes 
Hand Cars CYCLES 
Toy Auto Trucks 
R z Cvcles Race Away From All 
peaee ee Competition 
SALES OFFICES 
NEW YORK 
Tacos & Kaseler, S11. 10th st. 
Joseph Davidson,’5 East 17th St. ° ° 
——s A Complete Line of 12 Beauties 
Thos. E. James, 45 North Third St. 
BALTIMORE 
ee 218 N. Gay St. OVERING every range of demand for this popular 
Phe Eaekiel Co., 27 Haymarket St. type vehicle, the 1927 Blue Streak Line of Race 
SAN FRANCISCO | Cycles surpasses anything we have ever produced in dis- 
a ee tinctive Children’s Vehicles. 
Theo. J. P. Maus, 212 Tabor Blidg., 
16th and — -Appreciating the favor with which these vehicles have 
a TP. P. Maus, 418 Wilcox Bldg. been received, we have extended and ‘improved the 


entire line. It now completely outdistances the field, 
according to hundreds of comments. 


By 
vr eve : 
cig ty. The various models offer unlimited option in equipment 
aot fF and finish. Some have combination foot rests and brakes, 
2 others New Departure coaster brakes. Balloon tires, 
AY 52 , Ae tool bags with tools, front and rear fenders, tail lights, 
“wn a bicycle bells, etc. Regular finishes include Indian red, 
Nile green, Berkshire blue and Ottawa tan. All models 
are attractively striped with red or gold. Various prices 
according to equipment. 








Completely illustrated and described as to all details of 
‘ “e. materials and equipment in our latest catalog which also 
‘ shows the entire Blue Streak Line. 


, he TOLEDO METALWHEEL CO. Yoledo, O. 
\ reer PRUE SS TREAK ale Distinctive Children’s Vehicles Since 1887 — 
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This FREE SET 
Shows and Sells 


Donley Screen Door Guards 
Attach this FREE SET to the screen 


or glass door of your store. It shows 
every passerby and customer how these 
guards will protect the screen and 
glass in the door of his home—how 
they can be used as push bars for the 
children—how they will eliminate the 
shabby appearance of a broken, bulg. 
ing screen—how they reinforce the 
door and improve its appearance. 


As your customers enter your store 
they are reminded to buy by these 
words: 


Order your FREE Set NOW. Merely 
measure the width of your door and order 
according to the following standard sizes: 
26, 28, 30, 32 and 36 inches from center 
to center of screw holes. Your Jobber will 
supply your set FREE or write us direct for 
list of Donley Jobbers. 


The Donley Mfg. Company 
10585 Quincy Avenue, Cleveland, Ohio 


Agents 
A. M. GLUECK W. B. BROWNE 
258 Broadway 176 Market St., 
New York City Chicago, Il. 


WALDO MILLS PITKIN ALDEN GLAZE & CO. 


Coleman Adler Bldg., 143 Second St., 
New Orleans, La. San Francisco, Cal. 


‘ 
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( GRIFFIN Butt Hinges 
are made to conform to 
and harmonize with 
every scheme of mod- 
ern architecture and 
interior appointments 


RIFFIN 


Manufacturing Co 
ERIE PENNSYLVANIA 
vanch Offices_, 


\ 
j 


NEW YORK, 45 Warren St. 
CHICAGO, 555 W. Randolph St. 
BOSTON, 124 Pearl St. 
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One of a series of the 
Armstrong ads. 



























Armstro 
in your 





—T rritory 





ame 
Save time by oo ' 


A Dependable 
Jimmy Proof Night Latch 


Whose Price Makes It Profitable 


Ww riting 
factory: 
The Dealers 


‘ne A 


Genut 
Pipe 


for your 








No. 03510 


Continually Sending 
Customers to You 


The Armstrong idea of merchandising is 
to first make the best Pipe Tools possible. 





Next to create a wide demand for them 
by consistent advertising in mediums read 
by the different classes of mechanics whose 
work requires such tools. 





And always to so word advertisements 
that customers will realize the time sav- 
ing advantages of buying GENUINE 
ARMSTRONG Pipe Tools from the 
nearest dealer instead of writing to the 
factory. 





No. 03509 for Doors % to 1% inches thick. 
No. 03510 for Doors 1% to 2% inches thick. 


CASE—Solid cast bronze, mending over the opening 


Obviously we regard our reputation too 


between door and jamb. 
BOLT—Usual —_ bolt form Png pepe hens and a * fi Panag the Quality. As we 
t t spri oO t the door is 
tiie ahead’ thar Male eutanetiasiiy is projected pro ve c Jo cr, p case ask your Jobber 
through the loop of the strike, securely holding to supply you. 


the door. Position of the loop fully protects 
against the successful use of any tool to retract 
the bolt 
CYLINDER LOCKING PINS—Cylinder is screwed into a h AR S 

bronze housing and eseinule anchored by two T e M TRONG MEG. _ 
steel locking pins. Any attempt to turn the 
cylinder by a pipe wrench or other device forces 
the pins against the screw threads on the inside 
of the housing, thus preventing it from being 
turned or twisted off. 





Our Only Addresses 
Main Office and Factory 

























BRIDGEPORT, CONN. 

: yy New York Office: 181 Lafayette St. 

Eagle Lock Co. bsine 
ae 
3 General Sales Office 

: 26 Warren St., New York nw 
m REG.INUs S: PAT. OFF, REGAN Us S. PAT. OFF. T 
Re Branches—521 Commerce St., Philadelphia, Pa. AR Mg I 1S TRONG 

ts 177-179 N. Franklin St., Chi , ml. 
. 114 Bedford Street, Boston, Mass. STOCKS , DIES R,GAS “> STEAM FITTERS’ 


Works at Terryville, Connecticut TOOLS AND THR Rs ING MACHINES 
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ZN TRICKS FA 


When you buy Tacks or Small Nails 
by weight you should know that there 
is often a difference of from 10 to 30 
per cent in the count per pound in 
favor of Atlas products. 


Properly designed tacks are more 
expensive to make than miniature rail- 
road spikes. Do not let yourself be 
cheated or assist in cheating your cus- 
tomers. 


When you buy by count see that 
you get the weight. There is often a 
corresponding difference. 


Make the comparison. 


Every product of the Atlas Tack 
Corporation has been scientifically 
designed for its purpose and stand- 
ardized. 








Sell Them 
by the set 













Sets of 9, 11, 17 bits are fur- 
nished in compact cases for 
the convenience of the user. 











ATLAS TACK CORPORATION SE PAR 
Fairhaven, Mass., and St. Louis, Mo. 


























INCREASE YOUR 





. Swedish 
Pansar 
Files 


















Circular 


Cut 













Flexible 

























Blades 
It costs nothing and you are under no Tanged 
| obligation to ask for and receive our Half-Round 
| suggestions on how to increase cash sales. Bastard Fully 
Smooth Guaranteed 


MAIL COUPON TODAY 


——occr rrr rrr rrr rrr rr KK KK CK SC KO KKK oO ee ee eB eee eee ee eee eee ee 


We carry a full line of files, chisels and pliers 













700 Bryant St., Montpelier, O. 
20 Vesey St., New York City. 
Please tell us how to increase our number of cash sales. 


Write for catalogue. 


SCANDINAVIAN WESTERN IMPORTING CO., Ltd. 


107-109 Lafayette St., New York, N. Y. 


eeeeeoeeveerereeeeeneeeeneeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeee Minneapolis, Minn. 304 Railway Exchange Blidg., Mo al, Can. 
Seattle, Wash. 





Our store ae Beek WEED, occccveces feet long. 
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BuyelS 
Cree 


“Good News Travels Fast” 


It did not take long to establish the story of Coes Quality. The first 
few sold laid the foundation of a reputation that is still strong after 
eighty-six years. 


If your trade insists on quality in the tools they buy, you'll find them 
strongly in favor of Coes Wrenches. 


Your Jobber carries the complete Coes line. Put in a trial stock— 


you ll please yourself and your trade. 


COES WRENCH COMPANY 


“In Business Since 1841” — 


Selling Agents 


Mass. 


De 253 Broadway, New York 
John H. Graham & Co..... 113 Chambers Street, New York 
Fenwick Freres............ 8 Rue de Rocroy, Paris, France 
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‘Perfect 


The Stick to “One Brand” 


Customer 


You’ve met his kind. He won't buy anything 
unless it has been tried and proved worthy. 


The watch he carries, the car he drives, the radio 
he owns, the saw he uses—all are made by com- 
panies who assume full responsibility for depend- 
able service. 


Naturally he says: “Perfect Brand” when he 
wants Screen Wire Cloth with a known repu- 
tation. Keep stocked on the standard sizes. 


Your Jobber does—he knows. 


LUDLOW-SAYLOR WIRE CO. 
St. Louis 


Missouri 


Galvanized 





MUAH 





















The Saw Test 


—preves that the loc 
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king bolts cannot 
sawed. Made in 
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Best Known— Most Used 
Hose Clamp in the Industry! 
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Universal Hose Clamps have 
achieved this distinction 
through their out - and - out 
good quality and the equi- 
table and square sales policy 
under which they are dis- 
tributed. 


Your guarantee is the name 
“Universal stamped on 
each clamp and printed on 
each carton. Look for this 
name when you buy and 
sure you get what you ask 
for. 


Their size adaptability, ease 


of installation, leak preven- 
sisiele tive feature and rust - proof 
construction make them ll 
that a good clamp should be. 
Universal Clamps are manu- 
factured from cold _ rolled 
steel wire—not strap. Their 
edges are smooth. Every 
clamp is ‘“Electro-Galva- 
nized.” 
One size—1 to 3 in.—fits any 
hose of any size. For oc- 
casional needs of small hose 
we make a Junior Clam 
adapted to 4% to 1% in. ad- 
justability. 





Universal 
Industrial Corp. 
Hackensack, N. J. 


Patents Granted 
March 20, 1917, 
March 1, 1921 


It is guaranteed bur- 
glar-proof — it makes 
security doubly sure— 
it sells without effort. 





HOSE 
CLAMP 


Adjustable to Ltt aruy Lose af ary S20 


Francis Keil & Son, Inc. 
401-425 FE. 163rd St. 
New York 


1876 
A Half Century of Progress 
1926 
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American Steel & Wire 


GIANTGRIP BIT BRACE 

Company Matches the Very Best in Quality 
BARBED: Ellwood Glidden, Am. Glidden, Am. Special, Here is a tool you can compare 
Waukegan, Baker Perfect, Ellwood Junior, Lyman. ‘th th ery best there is, no 
NAILS, SPIKES, STAPLES, TACKS, Hot Galv’d Nails. wi € very me 
ZINC INSULATED FENCES: American, Royal, Anthony, matter what the price. Regard- 
National, U. S., Monitor, Prairie, Banner. Steel Gates. less of how much more you pay 
oe Mt BR S. you can’t get a bit brace that will 
r give you more satisfactory or 


oorn satu Old Reliable Brands. 1 Full 
ELEPH WIRE. onger service. ully 
WIRE York, Boston, 

for every purpose. aw gy MR a guaranteed. 10” sweep. 


IRE 
delphia, Pittsburgh, Buffalo | ratchet operated with 
elphia, sburgh, , ° 
Detroit, Cincinnati, Balti- List Price, $4.50  |eu ring. 
more, Wilkes-Barre, St. Louis, p chuck holds 
Kansas City, Minneapolis, St. Write for catalog and discount. jbits tight: impos- 
Paul, Oklahoma City, Bi sible for bit to stick 
mingham, Atlanta, Memphis, Choice territories open in wood. 
Dallas, Denver, Salt Lake City for live distributors , 
a. 8. no a one! as Vv 
an Francisco, ngeles, — 
Portland, Seattie Unitep Harpware & Toor Corp. 


74 Reade S NEW YORK 
Quick Delivery. Write us for selling plans. season 


SALES OFFICES: 























MILBRADT 
LADDERS 


Will pay for themselves in a 
short time by enabling you 
to wait on more trade, save 
the wear and tear on your . 

Suteree and goods, as well ( J 


TL 


as bring the appearance of > 
your store up to date. ‘> )* waa we, 

Write for catalogue show- 
f a large number of styles 
suitable for all kinds of 
shelving. 


Milbradt Mfg. Co. 
2411 N. 10th St. 
St. Louis, Mo. 
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TIMES ARE CHANGING 






$ ej UY ING habits are changing and in this change 


Tw NO industry is more affected than the Retail 
Hardware Store. 


Yet, with the findings of the National Retail Hard- 
ware Dealers Association as a criterion, no other busi- 
ness should yield such satisfactory profits. 


Keen merchandisers quick to realize this unusual 
opportunity for profits, are adding Hardware to their 
lines and are aggressively and systematically going after 


this business. 


For many years the “Duluth’’ National Organiza- 
tion has been devoting its entire thought and effort to 
the Development of equipment and methods with 
which to hold for the Hardware Merchant, the success 
and profits which rightfully belong to him. 


The many recorded reports from Hardware mer- 
chants whom the “Duluth” Method has helped to 
make successful, show that here is a necessary and real 
service and that “Duluth’’ Equipment will increase 
sales and profits when intelligently used. 


DULUTH SHOW CASE CoO.. 


DULUTH, MINN. 


Business Analysis — Store Planning — Installation — Sampling 
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Made From 
Full Gauge 
Open Hearth Steel 








Practically all modern homes are screened when built or rebuilt. The 
screening of homes once considered a luxury is now considered a 
necessity. 


Most people used to figure that the cheaper painted brands were good 
enough. Now home owners see the economy in using the best and 
avoiding continual expense in repainting, repairing and renewals. 


One of the most durable and satisfactory brands of Screen Wire 
Cloth is GRAY-WICK which is made in its entirety by us from 
Open Hearth Steel produced in our own furnaces. The wire is 
drawn in our own mills. Every process in the manufacture of 


GRA Y-WICK 


is under our expert supervision. 


Only full gauge wire is used both lengthwise and crosswise. Wher- 
ever sold and used it has given unfailing satisfaction. That is why 
customers buy the same brand when they require more wire cloth. 


GRAY-WICK is also attractive—its soft pleasing Gray color wins 
customers instantly. When unrolled it lies smooth and flat making 
it easy to cut and apply. It carries an extra heavy electro zinc coat- 
ing and is enamelled with a high grade transparent varnish which 
adds years to its life. You cannot sell a better steel wire cloth. 


Our Other Brands of Screen Cloth Gray-Wick 


Cortland Black Enameled main cost 
White Metal Finish a little 
Wickwire Premier more, — 
Wickwire Bronze but— 


It is 
worth 
it. 


Your jobber will supply you 


se 
bd 
“ws 


12 Mesh, No. 33 gauge each way 
14 Mesh, No. 33 gauge each way 
\ HE 16 Mesh, No. 33 gauge filler 
EH No. 34 gauge warp 
— 18 Mesh, No. 34 gauge each way 


INCORPORATED 18692 
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—Don’t overlook 
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your farm market 


Every farmer needs chain 
specialties and repair items 


Tie-out chains are especially seasonable 
this time of the year. Furnished in 20 
to 50 foot lengths with a swivel every 
ten feet. Remind your trade, and if you 
have these chains in stock get them 
out and display them where they will 
be constant reminders. 


There are many other farm specialties 
that are good sellers. Look over your 
supply and talk to your jobber the next 
time he calls about farm chain that you 
should have in stock. Your chain de- 
partment will show good profit if you 
suggest chain to your customers. 


Tie-Out or Picket Chains 


An especially easy seller at this season 
as cattle are being turned out to graze. 
You can recommend it strong]y—espe- 
cially as compared to rope. Lasts for 
years. Won’t rot. Animals can’t break 
it by sudden strain nor wear it out 
against trees, stumps, or stones. 


Other ACCO 
Chain Specialties 
Miscellaneous Harness 
Chain Chain 
Sash Chain Butt Chains 
Porch Swing Chain Trace Chains 
Dog Leads Heel Chains 
Kennel Chains Halter Chains, 
Wagon Chains etc. 
Log or Binding — 
Chains Hardware 
Key Rings 
S-Hooks Rings, Squares 
Ceiling Hooks Loops, Dees 
Lap Links ; Clip Cockeyes 
Passing Link Chain Hame Clips 
Repair Links Bits 
Well Chain Cockeye 
Coil Chain Toggles 
Safety and Concord 
Plumbers’ Chain Toggles, etc. 



































Breast Chain 


Another good profit 
maker. Display them in 
your windowor on your 
wall. Also a complete 
line of Elwel (welded) 
breast chains, in single, 
double or tapered 
chains. Ask your job- 
ber about them. He will 
help you in your selec- 
tion 





























AMERICAN CHAIN COMPANY, Inc. 
BRIDGEPORT, CONNECTICUT 
In Canada: Dominion Chain Company, Limited, Niagara Falls, Ontario 


District Sales Offices: Boston Chicago New York 
Philadelphia Pittsburgh San Francisco 


World’s Largest Manufacturers of Welded and ‘Veldless Chains and 
Makers of the famous WEED Automobile Accessories 
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e ATKINS Big 
Selling Idea 


Store Demonstration of Atkins Silver Steel Saws. Can you overlook this Evidence of Resale Value? 


No Manufacturer should ask The Dealer to— 


“DO IT YOURSELF” 


Atkins offers you for this year and every year more than a quality 
product at a great value. We offer you a business building service 
for your store and business which, if you will use it, means success 
and profits on saw sales. 


The above picture represents the interest manifested by carpenters 
and other saw users in Atkins Silver Steel Saws in the store of the 
High Hardware Company, Ft. Worth, Texas. 


Can you afford to overlook this evidence of the 
popularity of Atkins Silver Steel Saws? 


Ain’t it fun to watch a good 


Atkins saw go through the wood Ask Us About the Demonstration Plan 


(just like a hot knife going 
through butter) 








E. C. ATKINS & COMPANY 


ESTABLISHED 1857 The Silver Steel Saw People 
Machine Knife Factory: Home Office and Factory: Canadian Factory: 
Lancaster, N. Y. Indianapolis, Ind. Hamilton, Ont. 
Atlanta Minneapolis : Portland — 
: i New Orleans Vancouver, B. C. San Francisco 
net are ow York Seattle 


Memphis 
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239 West 39th Street, New York City 
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ig pet tenrtes picks up business 
whenever it is shown. Its 
application is so simple; 
its Operation so interesting; its 
security so certain—that every- 
body seems to have a dozen 
uses for it right away. 


When the key is turned and 
the door locked the outside 
knob merely spins. Its security 
is so simple and complete that 
it is almost irritating. 


When the door is unlocked 
both knobs operate the latch in 
regular fashion. The application 
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Simply insert in place of old knobs and spindle 


&verybody can use the 


NOB-*LOC 





\ 


IT'S A KNOB AND | 


NIGHT LATCH 
ALL IN ONE 


for 
ENTRANCE DOORS 
GARAGE DOORS 
APARTMENT DOORS 
WARDROBE DOORS 
SCREEN DOORS 
BEDROOM DOORS 
OFFICE DOORS 
and 

OUT BUILDINGS OF 

EVERY NATURE 


McKINNEY MANUFACTURING COMPANY 


Pittsburgh, Pennsylvania 


Offices: 


BOSTON, NEW YORK, BALTIMORE, CHICAGO, SAN FRANCISCO 





is a three-minute job. No tools 
required. Just remove the old 
knobs and spindle and insert 
the new Nos-Loc — and the 
job is done. 


Contains a cylinder lock. 
Fits any door. Sold with two 
keys. Finished in dull brass. 
Lists at $2.50. 


Order an adequate supply im- 
mediately. Obtainable through 
your regular source of supply. 








McKinney Manufacturing Company, 
Pittsburgh, Pennsylvania 


Please send me complete information 
about Nos-Loc. 


Name ave 
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By Llew S. Soule 
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The Sales Value of a Hobby 


of some sort, and that hobby is the 

master-lock to his friendship. Let me 
know any man’s hobby and—other things 
being equal—lI can eventually get the bulk of 
that man’s business. 


Back in my own barefoot days my hobby 
was stamp collecting. I carefully guarded 
every used stamp I could get my hands on. 
One of the greatest thrills of my life came 
when I first discovered an old hair-cloth cov- 
ered trunk in grandmother’s attic, filled to 
the brim with old letters, many of which 
dated back to colonial days. 


What a “picnic” I had rummaging through 
those old letters, and steaming off the ancient, 
queer looking stamps! I ruined a lot of old 
correspondence, worth infinitely more than 
the obsolete postal emblems, but my hobby 
was stamps, and nothing else appealed to me. 


| ee normal human being has a hobby 


In those days any one could win my friend- 
ship, confidence and loyalty by merely talk- 
ing stamps to me or presenting me with a 
specimen from some foreign country. 


My first bicycle was purchased from a 
hardware man who tactfully presented me 
with a cancelled English stamp he had re- 
ceived on some advertising matter from 
London. 


Several years later, when I started for col- 
lege, I sold my stamp collection for what 
seemed to me a good price. Later I learned 
that single stamps in that collection were 
worth fully five times as much as the wily 
trader paid me for the entire collection. 


But that is beside the point. I had received 
full value from the hobby, just as others are 
daily receiving value from sane, healthy, in- 
teresting hobbies. Also I had learned the 
sales possibilities of showing an interest in 
the other fellow’s fads and fancies. 


A knowledge of hobbies has more to do 
with gaining and holding business than you 
perhaps realize. The man who has a hobby 
delights in sharing it with others. He loves 
to talk about it to’sympathetic listeners. It 
paves the way to a closer personal contact 
than can be obtained in any other way, 


Suppose you have a customer whose hobby 
is raising fancy poultry, and you show an in- 
terest in that hobby. He comes to you prt- 
marily to talk about poultry. Your hobby is 
“selling hardware,” and when he has had his 
inning you will get yours. The barriers are 
all down. He listens with confidence to 


; what you have to say and buys. You have 


both benefited by the interchange of hobbies. 


Naturally, the only way a merchant can 
benefit from the hobbies of others is for him 
to know those hobbies. Therefore the first 
step in riding hobbies to sales is to find out 
the particular hobbies of the individuals in 
his trade territory. This is comparatively 
easy to do if the merchant or his salesmen 
use tact. As each hobby is located, it should 
be entered on a card and filed for future use. 


Many hobbies naturally involve the pur- 
chase of hardware items. -For example: 
amateur carpentry, sports, poultry raising, 
dairying, radio building, motoring, hunting, 
camping, fishing, etc. 


File the names of those having such hob- 
bies in a special file, and use that file as a 
prospect list for the lines which those hobbies 
cover. This will build business quickly and 
surely, because advertising matter can be 
sent without waste. 


Finally, cultivate a hobby yourself. It will 
give you the other fellow’s viewpoint, making 
it easy and pleasant for you to interest your- 
self in the hobbies of others and earn the 
a which follows in the wake of hob- 

ies. 
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{Modern 
Flardware- 


Store ~ 


PASchell&Co. 
of Somerset. Pa. — 


Here is the spacious in- 
terior of the Schell 
store, located in Somer- 
set, Pa. In the picture 
above may be noted the 
various methods of dis- 
play, open tables, under 
counter shelving and 
glass topped tables. 











These photos give 
a splendid idea of 
the great ease with 
which customers 
may move about 
the store of P. A. 
Schell & Co., Som- 
erset. Pa. Note 
how the open dis- 
play tables are 
kept well stocked 
up, making the 
merchandise sell it- 
self. In the oval: 
Merchandise of a 
nature that re- 
quires protection 
from too much 
handling is kept in 
glass topped tables 
and in tool display 
panels where it is 
easily examined 
without handling. 
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In a town of 4,500 
stands a thoroughly 
modern hardware 
store, a monument 
to the courage and 
vision of P.A.Schell, 
who built for years 


to come 
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View of the open display tables and under counter shelving of P. A. Schell & Co. 


Somerset, Pa., with a population of 4500, boasts of 
an attractive and thoroughly modern hardware store. 
P. A. Schell & Company has grown into a beautiful new 
fireproof building on West Main Street adjoining the 
old quarters. The building is of brick and steel and is 
situated on a plot 57 by 179 feet. It is a two-story 
building, the top floor to be rented as private offices. 

As you approach the store your attention is immedi- 
ately attracted by the beautiful show windows, recessed 
from the street and extending: across the front of the 
building. Stepping through the wide entrance doors, you 
enter a deep sunlit display room. The absence of old 
stvle wall cases, cluttered counters, dingy and mediocre 
atmosphere is immediately noticeable. Here in this large 
sunlit room are thirty-eight silver and gray display tables, 
with bulb edge glass tops and partitions, furnished by 
W. C. Heller & Company of Montpelier, Ohio, who 
equipped the entire store. All are the same height, 
arranged in neat order, extending far down to the back 
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The store front presents this distinctive and 





high class appearance. 


of the room. Separated by the glass partitions are hun- 
dreds of articles, each in its own special compartment, 
clearly marked for price~and size. Underneath are 
shelves for surplus stock. 

Along the side walls are very attractive wall cases 
displaying on one side of the room saws, screw drivers, 
bits, pliers, measuring @tape, levels, etc., and on the 
other side electrical appliances, glassware, percolators, 
crockery, pots and pans, and in the rear a completely 
equipped paint department. Shelves are placed behind 
these display panels for the storage of surplus stock. 

The pleasing impression which this store interior itself 
gives to the customer is of high commercial value. Often 
a second sale materializes due to the fact that the pur- 
chaser is able to see, feel, and examine the merchandise. 
The “demand goods” are kept to the rear of the store. 
The wide aisles encourage the customer to step down 
them as there are no cumbersome fixtures or irregu- 
lar cases to obstruct the vision. The offices of the 
organization are 
in the rear left- 
hand corner, sep- 
arated by glass 
partitions, allow- 
ing the managers 
a clear view of 
their store. The 
cashier’s desk is 
located in the cen- 
ter, about two- 
thirds the distance 
from the front; 
a vertical cash 
carrier being used 


show room. It is 
down here where 
the farm, mill, 
mine, water and 
steam supplies are 
displayed. Eigh- 
teen tables are 
used, besides the 
regular nail bin. 
In the rear is the 
heating plant and 
the incinerator. 
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Literary Folks—and Others 


By Saunders Norvell 


EING a Contributing Editor also has its problems! 

I am constantly reminded of an occasion when I 

had luncheon with a very entertaining friend. We 

had been telling some more or less interesting stories. 

Chen there was a pause. He puffed his cigar, watched 

the smoke as it ascended and made the cryptic remark: 

“It is too bad, isn’t it, that the very best stories can never 
be told?” 

K * * 

There are some true stories I would love to tell. Al- 
most every day merchants drop in to see me and tell me 
experiences that not only are-dramatic and would make 
niost interesting reading, but that contain a pointed 
moral. However, I cannot tell these stories because 
many hardware men would know exactly whom I was 
writing about. This, of course, would not do! Then 
“we” receive many letters with the request that their 
contents be considered confidential. Such requests must 
naturally be respected. I am sure Contributing Editors 
(lo not receive credit for the discretion they use when 
they bury good stuff and proceed to pass out a lot of 
platitudes ! 6 

ok * * 

Have you noticed that recentiy I have not had a word 
to say about “business conditions”? I find my views are 
not popular. [ am carefully studying all the things that 
are happening in business from day to day. I receive 
reports from the best statistical sources. I find it more 
interesting to watch the logical unfolding and evolution 
of events than I do to go to one of the most thrilling 
movies! But I am not writing anything on conditions. 
For me to write would simply lead to a repetition of 
some of the things I have written before. In this [I am 
showing commendable reserve, but, on the other hand, 
[ wish some of my readers who are writing me from 
time to time about “conditions” to know that when I 
write about other matters, week after week, I am none 
the less deeply interested in the many currents, cross- 
currents and tides that are flowing strongly today in 
American business. 

* x * 

I have a delightful letter from Mr. John Oliver La 
Gorce, Associate Editor of The National Geographic 
Magazine, coming back at me about my recent remarks 
on the subject of chickens. Mr. La Gorce writes: 

“I was amused at your skillful play on ‘chickens.’ It is 

a very daring thing for a magazine like ours to give over 

practically a whole number to one such subject, and we do 

so only after a most careful feeling of the pulse in a mil- 

lion one hundred thousand homes. It would amaze even 

you, an editor of long experience, to note the favorable 
reaction on this issue on domestic fowl, and the hundreds 
of letters from people all over the country whom you 
would least suspect of marked attention—bankers, lawyers, 
manufacturers, doctors, etc., most of them saying, in effect, 
that they picked up the issue with apprehension, but found 
the subject of such outstanding interest that they read 
every word of it and wanted more. 

“Of the annual volume of 1400 pages, an average of 

800 pages are text each year, and we will keep it at about 

that ratio. We also have a definite limit as to the num- 

ber of pages of advertising in each issue, which is in direct 
ratio to the number of editorial pages. So far this year 
we have declined considerably over $100,000 worth of ad- 
vertising above our limit, which is a very healthy sign. 
However, we are too wise to make an overdraft on the 


good nature of our readers by overburdening them with 
advertising. 

“One day some of our great magazines will realize the 
error, but today they are blinded by that large round dol- 
lar which undoubtedly has a great deal to do with the 
acceleration of the old mare. We are not at all upstage 
as to this so-called advertising success which The Geo- 

. graphic enjoys, but we realize that the only way to sus- 
tain reader interest is by everlastingly keeping at it to retain 
the editorial standards which have been set and by never 
being satisfied with them ourselves.” 


Their issue, which was mainly on the subject of 
chickens, did not especially interest me because I never 
raised chickens. My experience as a farmer consists 
only in raising radishes. J am an expert on radishes. 
When I plant them, I am always so impatient to see 
what is happening underground that I pull up some of 
the radishes to see how they are getting along! Then I 
replant them and, strange to say, these replanted radishes 
do not seem to mind. Radishes do not object to research 
work ! 

* > * 

From Mr. LaGorce’s letter I gather several thoughts, 
one of them being the great variety of interests of the 
one hundred and twenty million people making up the 
U.S. A. Each of us, after all, lives and thinks in a very 
narrow groove. Just because we are not interested in 
certain things, we are liable to conclude that others are 
not interested. This is a serious mistake. Merchants 
should grasp this thought, i. e., just because a certain 
idea does not appeal to them, they should not immedi- 
ately conclude that it will not appeal to others. The only 
way to find out 1s to try the idea. 

* * ok 


I have had expert advertising men tell me that sug- 
gestions have been made to them and these suggestions 
have been considered at board meetings of expert adver- 
tisers. The advertising men could not “see” them. Then 
some one has said: “Let us try out this advertisement in 
a certain town and see how it will pull.” To their great 
surprise, regardless of their expert opinions, the idea 
has pulled. This simply goes to show that the experts 
were not in touch with the average thinking of the 
people in this town. As a result, before any big national 
advertising campaign is started, it is a common thing for 
advertising agencies to make up their copy very care- 
fully and then try it out in three or four widely sepa- 
rated cities at the same time. The results are accurately 
tabulated and the advertising agencies are governed by 
these results more than they are by the opinions of their 
experts in their own offices. 


* * * 


So it seems, while I personally did not become enthu- 
siastic about the chicken issue of The National Geo- 
graphic Magazine, there were many thousands of others 
who were interested. This is why I think it is a good 
idea for a magazine of any kind, or even a writer, to 
diversify their product as much as possible. All of us, 
at times, get tired of reading about conditions, also of 
reading trade reports. It may be interesting for the re- 
tail merchants in the New England States to read about 
the amount of cool weather they enjoyed in the month of 
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May, but this information is not especially interesting to 
the people in Southern California! 
* K 2K 

Another interesting thought of Mr. La Gorce’s letter 
is that idea of their actually limiting the amount of ad- 
vertising they take. That is certainly a startling state- 
ment. This reminds me of an experience I once had 
that shows a queer twist in human nature. Years ago, 
in St. Louis, we built a new building. It was not long 
before we had all the business we could possibly handle 
with our facilities. We were selling so many goods that 
all of our departments were jammed from the roof to 
the cellar. Shipments were slow. On account of crowd- 
ing, haste and heavy pressure from all directions, there 
were numerous errors. Claims were frequent. As a 
matter of fact, the selling end had outstripped the rest 
of the business. /t was necessary for us to check our 
sales. 

* * * 

We therefore went over our accounts and picked out 
the unsatisfactory ones. Some of our customers used us 
only as a convenience. They bought nothing but staple 
goods. They gave us all the skimmed milk while they 
gave the cream of their business to others. Other cus- 
tomers. put up every order at auction. They got bids 
from every salesman. They split up their orders and 
bought from the salesman who was the lowest. These 
customers were usually in the larger towns where sales- 
men made their headquarters. Their accounts were un- 
satisfactory and unprofitable because of these cut prices. 
There were still other accounts that were unsatisfactory 
by reason of slow payments. 

* * *K 


In each of these cases we wrote to our salesmen and 
told them to stay away from these merchants. We wrote 
that we did not wish their business. We wrote we had 
too much business and in order to give better service it 
was necessary for us to cut down. You will admit this 
was an unusual letter to write to a sales force. However, 
we had no other alternative until we put up an addi- 
tional building. 

* * * 

What was the result? Nothing stimulated our sales- 
men to renewed effort more than this letter. The sales- 
men evidently figured that if we had more business than 
we could handle, then, ipso facto, it would follow we had 
more salesmen than we needed! Therefore, and conse- 
quently, the chances were that we proposed to reduce 
our sales force! Hence and to wit, it was up to every 
salesman to do good work and not be a tail-ender! 

* * * 


The next peculiar development was that many of these 
merchants, instead of becoming angry when our sales- 
men quit calling or when they talked over the situation 
with our salesmen, wrote us letters and asked us to 
allow our salesmen to take their orders. Many of those 
who had been buying only staple goods said that they 
now realized they had not been giving us a square deal 
and they would try to fatten up their business with us 
by giving our salesmen more profitable items. Many of 
the cut-price buyers stated they liked our salesmen or 
they liked us and they did not wish to discontinue busi- 
ness relations. They wrote that if we would fill their 
orders, they would not be quite so hard on prices. Then 
a number of merchants who had been very slow payers 
wrote, acknowledging that they had been careless about 
their payments, but that if we would allow our salesmen 
to continue to call on them, they would improve in their 
payments! Now, this story is not imagination. It actu- 
ally happened. 
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The moral I learned from this experience was that 
most of us in business are entirely too anxious to sell. 
A little of the right kind of independence at the right 
time, instead of hurting the situation, often helps. I 
remember in Denver, Colorado, I once had a very good 
account. I sold this merchant every Monday morning. 
However, he became more and more cranky about prices. 
When I called I found he objected to more and more of 
my prices. One day he let the cat out of the bag. One 
of my competitors, who made his headquarters in Den- 
ver but who had never enjoyed any of his business, was 
calling on him every week and throwing out baits and 
leaders. 

* *K * 

I had had so many differences with this customer on 
account of prices that one day I shut up my catalogue, 
put it back in my grip and remarked that as I did not 
seem to be able to please him, it would be better for both 
of us if he bought from the other salesman. I told him 
I could sell goods all day and all night. With me the 
amount of my volume in sales simply depended upon the 
number of hours I worked. He became angry and so | 
walked out, feeling that I had lost a good account. 

* * * 


Frequently in the weeks that followed I would pass 
his store. Often he would be standing in the front door 
and I always saluted him pleasantly. One day as I was 
passing he called to me: “Come in here,” he said. 
“Isn't it about time you stopped all this blankety blank 
foolishness and sold me some goods?” So we sat down 


together at his little table and went to work. He did not - 


ask me a single price and of course I was careful to 
enter the correct prices on the order. I was delighted to 
get the account back. However, I asked no questions. 
Afterward he told me that he gave his business to my 
competitor at his cut prices, but when the goods were re- 
ceived, he found the packing was poor. The goods on 
which the lowest prices had been made were either left 
out or the prices were changed. This house did not carry 
in stock many of the valuable specialties we carried. He 
had found it very troublesome to make up mail orders 
and send them to my house. These mail orders were not 
priced correctly. This had resulted in his having a lot 
of claims against the house of my competitor, also claims 
against my house. In the past I had always handled 
claims for him. 


oS * ste 
To make a long story short, in the several weeks that 
I did not call on him, he was led to appreciate the value 
of my services as a salesman. After that I sold him 
without any difficulty as long as he was in business. | 
am convinced that nothing could have straightened him 
out except the action I took. He realized, when I was 
willing to give up his account and quit calling, that he 
had reached the limit with me. However, there is one 
point I wish to make for the benefit of young salesmen 
—when I quit calling J did not show any personal feel- 
ing. I took the stand that it was impossible for me to 
please him and that I was quitting because I could not 
give satisfactory service. So much for that. 
* * * 


Since dictating the above lines, hearing the cheering 
and the music and seeing telephone books torn up and 
thrown out of the windows, I have left my desk, walked 
over to Fifth Avenue and had the pleasure of seeing 
Colonel Charles A. Lindbergh pass in the Great Parade, 
sitting on top of the back seat of his automobile. He 
looked just like his pictures. He was not even smiling. 
He seemed bored and tired. He appeared a little older 

(Continued on page 80) 
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Some Jersey Dutch 


June 23, 1927 


Colonial Hardware 


Hiram Blauvelt, of the Comfort Coal and Lumber Co., Writes 
of Some Very Old and Historic Builders’ Hardware Which Has 
Been on Exhibition at the Bergen County Historical Society 


such people as “Jersey Dutch” as well as ‘*Man- 

hattan Dutch” and ‘Pennsylvania Dutch.” Prac- 
tically all of the northern portion of the state of New 
Jersey was originally settled by Dutch, with a sprinkling 
of French Huguenots, who evidently drifted across the 
Hudson from Staten Island, Manhattan Island, Harlem 
and the Knickerbocker Dutch of New York. My own fore- 
fathers took up a grant of land only about a mile from 
where we now operate our River Edge yard in 1668, and 
all up and down the Hackensack Valley was originally 
settled by the so-called “Jersey Dutch,” who did practi- 


\ (GREAT many people do not know that there were 


“ 


The Dutch pioneers made 
most of their own hardware 
in their own blacksmith 
shops. Nothing was bought 
that could be made at home 





cally all of their own house building, both as to making 
the actual materials, and then constructing them later 
into the house itself. 

Their food and clothing they had to raise, grow, or 
catch and shoot, while the tools with which they farmed 
and worked, they made also by hand. Many of these were 
of wood, but gradually many of them came to be made 
of hand-wrought iron. Some of these old settlers became 
very skilled in blacksmithing and ironworking, pro- 
ducing by their own hands some very unusual forms of 
hardware used in their daily work or building. 

Some very beautiful and unusual forms of hinges were 
developed. It must be kept in mind 
that many of these old doors were of 
oak, and extremely heavy, requiring 
great strength and. stoutness in the 
hinge itself, as witness the long spike 
attached to the butt of the hinge cen- 
tered in the photograph upon which 
the weight of the hinged door rested 
and turned. In the photograph, the 
hinge at top is an exceedingly primitive 
and very old wooden one, whittled out 
of oak and nailed to the door with 
hand-wrought nails and moving on an 
oak peg. The hinge below this is a 
very old hand-wrought iron hinge 
taken from a burial vault which 


* 


The photos shown here are repro- 

duced by courtesy of the Bergen 

County Historical Society. The upper 

one shows some of the hinges used in 

New Jersey by the early Dutch 
settlers of that State 
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had been dug in a bank and lined with red sandstone and 
having an oak door. The nails in this are also hand 
made. 

Hinge No. 3 comes from an historic Lutheran church 
at Teaneck and dates back to 1716. 

Below this are six various types of Dutch Colonial 
hinges, hand made of a very beautiful design, which 
might easily be copied today when antique effects are 
desired. 

To the right is a famous “H” hinge, and directly be- 
low that is what the oldtimers used to call a “Holy 
Lord” hinge, known not only in this section, but also in 
New England. The old people used to hold their breath 
in calling it by that name, because many considered such 
terminology very sacrilegious. 

To the extreme left the little hinge is the first example 
of a colonial automatic door stop and self-closer, for the 
inside edge is bevelled in such a way that when the door 
is open, the hinge raises on itself, then when the door is 
released, the dead weight of the door, 
which was usually very heavy, closed 
itself by gravity working on this bev- 
elled angle. 

Most of the charm of antiquity and 
delightful designs of old Dutch doors 
were largely dependent upon the hinges 
and door hardware for their beauty, 
and much originality of design and 
natural, simple beauty was hammered 
out of iron by these old Jersey Dutch- 
men with their own hands, and with 
home-made anvils and forges. 

Next comes the matter of locks and 
other door hardware. The keys in the 
accompanying photograph are of all 
types, ages, sorts and kinds, but it is 


Here are bell clapper, branding irons, 
wafer iron and cannon’ wrench. 
Below: A clam and oyster fork, pan- 
cake turner, boot jack, broad ax, 
ladle, skates, and tallow’ melter. 
Photos by courtesy of the Bergen 
County Historical Society 
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particularly worthy of notice to see what beautiful blades 
most of them have, not only in design, but in their pro- 
portion to their size and forms of the key itself. At the 
top of the photograph, the triangle and kidney-like forms 
are door pulls of iron which were stapled right into the 
wood of the door itself. To the left, in design similar to 
an ace of clubs, is a very primitive lock form. Directly 
below that the two little handles are closet or drawer pulls 
made of brass. Next to the bottom one is a wood sec- 
tion with the lock workings embedded right in it, the 
whole piece of board then being nailed to the door itself 
and forming, as it were, the outside case of the lock. To 
the right of that, painted white, is a large Dutch Colonial 
door latch of the sort that they used to put on the upper 
half of their double-Dutch doors. Below that, an early 
type of latch with poplar leaf ends through which hand 
made nails clinched inside when possible, and if possible, 
were driven. To the upper right, middle, another latch 
(Continued on page 82) 






























Among these specimens of locks 
will be found one from the 
prison in which Major Andre 
was kept until his execution. 
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EVERYBODY’S BUSINESS 


By Floyd W. Parsons 


WASTEFUL world will soon be depending upon 
its scrap heap for essential supplies. With popu- 
lation totals being compounded at the rate of 1 
per cent or more a year, it is already evident that we 
must perpetuate our existence through chemical snythe- 
sis. While the present generation may not see atomic 
energy employed widely as an industrial raw material, 
there is no doubt that the near future will disclose syn- 
thetic rubber made from petroleum or some other cheap 
source such as the soy bean. Wood will be so valuable 
in the hands of the chemist that we will stop burning it 
for fuel, thereby increasing the market for coal a hun- 
dred million tons a year. Artificial stone, or other com- 
position material will be cheaper and no less durable 
than natural rock, and furnishings of homes will be made 
largely of bakelite, artificial leather and artificial silk. 

Tens of millions of dollars will be saved yearly by 
substituting non-corroding metal alloys for copper, lead, 
zinc, tin and antimony. Furniture that is fireproof 
and resistant to decay will be made out of resinoids and 
other wood derivatives just as rayon, celluloid and 
artificial leather are now made. 

And such developments are of today—not the distant 
future. It was only 25 years ago when a million acres 
in India were devoted entirely to the growing of indigo. 
Now the natural product supplies only 1 per cent of 
the world’s demand. Furthermore, the chemist is actu- 
ally improving upon nature. Synthetic products like 
procaine have practically all the virtues of the natural 
drug and fewer of its deleterious effects. Man’s substi- 
tute for cocaine is not habit-forming, is cheaper and is 
less toxic. 

It is these advances in the great field of chemistry 
that have turned our thoughts to the tremendous losses 
occurring on all sides. Taking business as a whole, 
the present ratio of waste is no less than 50 per cent. 
That is, our annual loss now amounts to more than 
20,000,000 man-power. A half-ton of coal is left in 
the ground practically irrecoverable for every ton mined 
and sold A like story might be told of oil, natural 
gas, lumber, metals, and even of animal life, particu- 
larly our fisheries. While it would be absurd to say 
that we can eliminate these losses entirely, we have a 
iong way to go before we have cut out the waste that 
the technical arts already know how to prevent. 

On the side of progress one might mention the 
millions of dollars saved by revisions of obsolete build- 
ing codes; the 20 per cent increase in the ton-miles of 
freight handled per railroad employee ; the improvements 
in shoe manufacture that allow the worker who pro- 
duced 100 pairs of shoes 13 years ago now to turn out 
117 pairs in the same working time; the revolution in 
automobile manufacture that enables the worker to pro- 
duce three cars where he only produced one; and the 
betterment in the cement industry that gives us 158 tons 
whete we only got 100 tons before. There is even reason 
to believe that the terrific waste of the recurring business 
cycle has been lessened materially by our having made 
the dips in the business curve less frequent and less 
severe. 
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In simplification the results have been most encourag- 
ing. A chain system of drug stores cut its variety of 
commodities from 20,000 to 10,000, increasing the vol- 
ume of business 40 per cent and the turnover of stock 70 
per cent, while at the same time decreasing investment 
and inventory. A company operating hotels made a tre- 
mendous reduction in glassware styles, carpet designs, 
patterns of table linen and dozens of other articles in 
common use and the outcome was an added profit of 
approximately $100,000 a year. A food manufacturer 
doubled his sales by cutting his varieties in half. A shoe 
company reduced production costs 31 per cent, overhead 
28 per cent and inventories 26 per cent when it reduced 
from three grades to one and from 2,500 styles to 100. 
A similar story comes from a hat manufacturer who 
effected a 40 per cent saving in cost by cutting his 
models from 3,412 to less than 600. Such facts explain 
how wages and profits can go up in some fields while 
prices have gone down. 

But eventually there comes an end to the savings 
resulting from any special type of effort. When the 
slack has been taken up and the most obvious faults 
corrected, the increase in savings are sure to be at a 
far lower rate. It required only a few years to reduce 
the average consumption of coal per kilowatt-hour in 
electrical generating plants to a third of what it was. 
But it would be folly to assume that such immense 
economies will continue unabated. In order to main- 

(Continued on page 84) 
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The paint department of H. J. McBride, Birmingham, Mich. Note the unpainted furniture 
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McBride Sells Furniture 
to Sell Lacquer 


From a stock which averages only about $100, H. J. 
McBride, of Birmingham, Mich., sold over $2,000 worth 
of lacquer in the past twelve months 


RUSHING lacquer is used to finish furniture. 
Selling the customer unfinished furniture in order 
to create a larger market for lacquer may seem 

the “long way around,” but H. J. McBride of Birming- 
ham, Mich., has found it effective and highly profitable. 
Mr. McBride obtained from a furniture factory such of 
the smaller pieces as chairs, book shelves, tilt-top tables, 
magazine racks and garden furniture in the white un- 
finished wood. After finishing some samples himself 
with brushing lacquer, he placed the pieces in the window 
together with placards offering free instruction in furni- 
ture finishing. 

A sales volume on this furniture has developed to 
proportions where it in itself is profitable and at the 
same time it has boosted lacquer sales remarkably. Dur- 
ing the past twelve months Mr. McBride has sold over 
$2,000 worth of lacquers from a stock that averages only 
about $100. 

As might be expected, practically all lacquer sales are 
made to women and this in turn means many incidental 


sales of kitchenware and like items while the women are 
in the store. Mr. McBride also credits his lacquer sales 
with directly increasing his other paint sales—the brightly 
colored lacquered furniture makes apparent the need of 
revarnishing the floors and woodwork and so on. The 
paint department, with an average total stock of about 
$1,500, sells annually around $8,000 worth of lacquers, 
varnishes, mixed paints and brushes. 

Brushing lacquer is very effective when used on glass 
vases and dishes of any kind, as well as on wood objects. 
It dries in from fifteen to thirty minutes and has a beau- 
tiful smooth finish. 

Some hardware stores have been giving various pieces 
of inexpensive china and glass a coat or two of lacquer 
and selling the resultant work of art at a fairly good 
price. The dish is first given a ground coat spread all 
over it smoothly (it lays smoothly without effort) and 
then letting various colors drop from the brush at ran- 
dom. These colors run in the wet ground color in the 
most surprisingly beautiful designs. 
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New Models in Farmers 


Seen in Our Smaller Cities 


WO generations ago the Ameri- 

can farmer was a tanned, 

wrinkled, stoop-shouldered 1n- 
dividual who hauled grain to the 
nearby village to have it ground into 
flour; who traded butter and eggs for 
coffee and sugar and a few other 
necessities; and who sold his crops 
once a year and turned the proceeds 
over to the mortgageholder and the 
tax collector. Little money jingled in 
his pockets the city store considered 
him a poor sales prospect. 

A generation later, however, he had 
changed somewhat, driving to town in 
a smarter conveyance, stocking his 
kitchen on a more liberal scale, and 
beginning to evince an interest in new 


heating systems for his home and 
plans for a big new barn he hoped to 
build. His back had straightened, and 
his gait was less slouchy, but he still 
wore “store clothes” that had come 
wrinkled and ill-fitting from a shelf 
and never had lost the wrinkles. True, 
he had a modest bank account, but to 
tap it was, to the merchant, a discour- 
aging task. 

This was a generation ago. Today, 
out in the great open spaces where 
men are supposed to be men, there is 
on display a new model of John 
Farmer—a 1927 model. 

This new-model farmer is so differ- 
ent from his predecessors that the 
change is difficult to describe. No 
longer does he hitch up the mare once 
a week for a drive to the nearest vil- 
lage. Instead, he jumps into his auto- 
mobile often and streaks off across 


By Earl Reeves in “Business” 


country several miles to a sizable town. 

Traverse the main streets of the 
prosperous little cities that dot the 
country and try to pick the farmer 
from among the townspeople. Or 
identify his wife, or his daughter. 
Virtually impossible. 

If you could read their minds you 
probably could sort them out with lit- 
tle difficulty, for their thoughts are 
hungry thoughts, hunger for new pos- 
sessions—luxuries as well as necessi- 
ties—of good quality. The farm has 
been a hard master and has taught its 
servants through painful experience 


that cheap merchandise not always is 
the most economical. 

The man who wrote, “The farmer 
once blew out the gas; now he steps 
on it,” penned a tabloid history of a 
social revolution. But he skimped a 
little as to facts; there is a greater 
story to tell. 

The bedrock of prosperity, we’re 
told, is the farm; but we’ve heard the 
phrase so often that it no longer im- 
presses us. Moreover, as we forge to 
the front as an industrial world power 
we are likely to forget the bedrock 
foundations of our agriculture, or we 
may belittle their importance. 

“Have we not enjoyed national 


prosperity,’ the city man asks, “while 
there has been a clamor of hard times 
arising from the wheat fields?” True; 
but the business of farming is now on 
the upgrade. Few business develop- 
ments will be rated more important, in 
1927, than the “awakening of the 
great farm market.” 

Regardless of what you manufac- 
ture or sell, regardless of what is your 
occupation, the vastly increased buy- 
ing power of the farmer is almost cer- 
tain to put money in your pocket dur- 
ing this year. For the farm market is 
a hungry market. 


“The position of agriculture is bet- 
ter now than it has been any year since 
1920,” W. M. Jardine, secretary of 
agriculture, wrote in a recent report. 
‘Agriculture is now unquestionably 
on the upward grade, as a result, in 
large measure, of the intelligence, 
energy and determination of the 
farmers themselves. I look forward 
with confidence to further progress 
from the same causes.’ This, one may 
suspect, may have had some connec- 
tion with the announcement of 
“Christmas present” dividends cele- 
brated recently in the financial district. 

The net income of our six and one- 
half million farms, according to the 
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secretary's estimate, was almost eight 
times as great last year as it was five 
years ago. John Farmer collectively 
visited “Main Street” last year with 
two and three-quarter billions of dol- 
lars—net profits—to spend. He spent 
it, and more;; billions of dollars he in- 
vested in supplies, and this money 
represented deductible expenses be- 
fore he figured his profits. 

Let’s sketch the picture of this new- 
model farmer in greater detail. 

When he “goes to town” he drives 
about four times as far as did his 
father in the horse-and-buggy days. 
He does his buying in towns that are 
from five to ten times as big as were 
the sprawling villages of old; and by 
trading in this bigger shopping center 
he’s able to get better merchandise, 
better service, a much wider variety, 
and at less cost. The old village store 
—once a picturesque social center but 
a haphazard business enterprise—now 
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predominate on the farms, but the 
modern farmer often goes on up to 
the high-priced class. A recent inves- 
tigation by the Motor List Company 
indicates that 2 per cent of the farms 
boast big, luxurious, expensive cars. 
Owning and operating his automo- 
biles costs John Farmer three-quarters 
of a billion dollars a year, but he 
doesn’t worry. Horses would cost him 
$160 a year each; automobiles save 
him time and wages. Proportionately, 
he now owns and uses more cars than 
does his city neighbor. In his pockets, 
when he drives to town, dollars jingle ; 
more dollars than before, because in 
three years his wheat and corn have 
risen about 40 per cent in price, and 
his hogs more than 60 per cent. 
Someone of a thoughtful nature in 
Washington has figured that the 
farmer’s dollar in 1921 was worth 
only sixty-nine cents. But since those 
dark days of “deflation” that farmer- 
dollar has started to 
grow and has increased 
its girth by 25 per cent. 
What does the 
new-model farmer 
= 3 buy? 
si aaa. Farm ma- 
> chinery, with 
which to make 
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automobiles than there are farms— 
and in other states the proportion is 
nearly as high. Trucks and tractors 
on the farms total 400,000 and 600,- 
OOO respectively. John Farmer knows 
what savings can be effected by the 
use of trucks and tractors, and now 
that he has money to spend he'll buy 
more of them. 

John is buying more farms. Or 
perhaps it 1s more accurate to say that 
his son or his brother, who has had a 
fling at city life, now is turning back 
to farming. The farm-land market is 
becoming more active, according to a 
broad survey by the National Associa- 
tion of Real Estate Boards. Ninety- 
three per cent of the reports coming to 
the association predicted increasing 
activity, and observed that “there is a 
very noticeable trend toward return to 
the farm.” The association concludes 
that the new buyers of farms are con- 
vinced that it is possible to make 
money—plenty of it—through scien- 
tific farming. 

So mtich for the big and heavy fac- 
tors — machinery, automobiles and 
farms; farmers have been buying 
these articles for some time. What 
else does the new-model farmer buy ? 
In one year, according to The Farm 
Journal, farm purchases include the 


Sieh more money, following: 
sek 25°33 g hee SEs fk Re, OS and easier Prepared breakfast foods 255,000,000 Ibs. 
Seo monev— ee Cc ends 22,000,000 jars 
OR SOS Rtas : ’ Se on cucwaees 5,500,000 boxes 
PEs ae: Stee easier spent. Chocolate ............. 13,750,000 Ibs. 
Talcum powder ........ 52,600,000 cans 
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The Federal Reserve Bank 


i Uk eee 10,000,000 bottles 
Tooth powder and paste.118,000,000 pkgs. 
The complete list of farm purchases 
is a long one, and ten years ago many 
of the items would have been consid- 
ered frivolous and entirely out of place 
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at NAAR a — “4: ° . on a farm. 
a ee enna ce gw of Chicago estimated that in °" . 
Te Raise “ 1925 our composite farmer Furthermore, The Farm Journal 
: | ; ; requests, consider these facts: 
ee spent for agricultural machinery e 
“~ almost $370.000.000. a cool hundred 600,000 farms already use electricity 
if “Il; . ‘ h sige "1924 Al h 1,160,000 farmers possess phonographs _ 
a milion more than in 1724, though 4'426,000 farmers have left the _ chin- 
the 1926 figures were not available whisker era far behind and 
; tw when this article was written, the noe use —— — ) 
é Cpt @. pe Standard Trade Securities Service 140,000 milking machines have made 
se a Be nae ; d that } ; milking easier and faster, if 
a, CSE as estimated that last year registerec Ee less picturesque 
£ .. another increase and that 1927 2,500,000 gas engines have replaced muscle 
CaP ong promises to do likewise. 4.000.000 4 agg i er 
re . ° B ; arm omes contain musical in- 
The farmer will be buying many cites ae eal. Sak 
motor trucks and tractors. An auto- bet : 
Rik « mobile association’s survey indicates _ /wenty million persons habitually 
we eer . . . ‘ > : TQ. 
AN i that a big proportion of the four mil- leave their farm homes for an eve 
Ne A ning s entertainment at a motion-pic- 
ere xi ture show in town, and from the show 
is a gasoline station, or perhaps a “hot-  *"". a ii a quarter of them hike home and turn 
dog”’ stand. nan naa iy 
John Farmer drives an automobile _ PP newnc, 
lion cars on the farms are growing old 





every day over smooth improved 
roads that the average city dweller en- 
joys only at intervals. He is “consum- 
ing” cars at the rate of 1,119,000 a 
year. That’s what he buys. Considered 
individually, he buys one car every 

Fee and one-half years. Small cars 





and must be replaced. The Farm 
Journal places the farmers’ bill for 
new cars in 1927 at close to $900,000,- 
000. Already there are sixty-one cars 
to every hundred farmers. In Iowa 
and California there are more farmers’ 


on their radio sets. The rural radio 
audience now is close to 5,000,000. 
Almost one-third of our farmers 
(Continued on page 55) 
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Smith Establishes New Warehouse 
at Jersey City 


June 23, 1927 


General offices and stock at 410-430 

Communipaw Avenue, Jersey City 

—With New York buying offices at 

280 Broadway—Better facilities pro- 

vided with 25,000 square feet of floor 
space all on one floor 


John Shann 
Vice-President 


dealers in the Metropolitan area with a very modern 

warehouse of 25,000 sq. ft. all on one floor, plus the 
economic advantages of a railroad siding in the rear 
capable of handling six freight cars at one time, Charles 
J. Smith & Co., wholesale distributors of hardware, tools, 
housefurnishings and cutlery, recently established gen- 
eral offices and warehouse at 410-430 Communipaw Ave- 
nue, Jersey City, N. J. The New York office is Room 
706-708, 258 Broadway. Offices were formerly at 130 
Worth Street, New York, and warehouse at 7 and 8 
Sullivan Street, New York. Both of these locations were 
in congested areas with traffic prublems increasing daily. 

The new location is about 10 minutes from down town 
and uptown ferries. The latter enable deliveries to 
Westchester County and Long Island towns to be made 
more promptly than when the downtown warehouse was 
used, due to the saving of time necessary to drive 
through congested downtown streets en route to these 
two sections, says the company. 

The railroad siding permits the warehouse staff to move 
in all goods with much less handling and more quickly. 
Goods are taken from freight cars directly to stock bins 
in one move. 

Ample parking room is now available for pick up 
trucks and loading for deliveries can be handled more 
easily from the one floor. .The 25,000 sq. ft. is the 


| ¥ NDING an opportunity for more efficient service to 


Chas. J. Smith 
President 


equivalent of ten stories in a regular city building 25 by 
100 ft. and the expense and operation of an elevator is, 
of course, eliminated. 

The company has published a new catalog and a sim- 
plified monthly price service. The stock bins are num- 
bered consistent with the stock numbers in the catalog 
and price service. The bins arranged numerically enable 
even an inexperienced hand to fill orders quickly. Small 
push trucks and stock baskets are used for compiling 
stock on orders. Item No. 2350 in the catalog is stocked 
in bin No. 2350 and the price may be obtained by finding 
that number in the price sheets. Each sheet in the price 
service has 250 items listed by number with the price to 
dealers directly alongside. An overstock ticket on each 
bin advises the stock force where to find overstock. 

Assembly or shipping tables are in the center of the 
warehouse which has the conventional rows of stock bins, 
shown in one of the illustrations. Offices are at one end 
of the building. 

Weekly sales instruction meetings are held every Sat- 
urday at noon, with Vice-President John Shann explain- 
ing new lines of merchandise, samples of which are dis- 
played on a nearby table. Mr. Shann outlines current 
market conditions, trends of prices and current demands 
and answers all queries concerning lines or policies. This 
meeting usually ends with an informal or open forum 
for discussion among the men guided by Mr. Shann. 


Weekly sales instruction meeting in progress with President Smith and Vice-President Shann on the extreme right 


ready to explain new merchandise and answer inquiries on current problems. 
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Note display of new merchandise. 
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At the left, general view of as- 

sembly tables in center of Chas. 

J. Smith & Co. warehouse. Stock 

bins can be seen at either side, 
also assembly trucks. 


The weekly sales meeting is held in one corner of the 

office. A blackboard is used to illustrate any point when — Bill Schultz fill- 
. Re ing orders, put- 

practical. Territory maps, market trends graphs and led stock feom 

kindred pertinent data are hung on the wall, handy for numbered bins 

any needed explanation. Here also is hung the sales into order bas- 

. : . ? kets on truck, 
record of each man so that he can trace his growth each jo ae 
week and see where he stands in the sales roll call. right. 

Frequently dealer customers present difficult problems 
to salesmen for solution. The weekly sales meeting en- 
ables the latter to bring up the problem where it will 
have diversified opinion and the benefits of open discus- 
sion. When the salesman returns to the dealer he can 
offer a composite view for the solving of that particular 
problem. 

The meeting also offers the executives of the firm an 
opportunity to get the salesmen’s views on new lines, 
new selling plans and gives them a very thorough report 
on local situations in all territories. 

Chas. J. Smith & Co. was established in 1904 and in- 
corporated in 1908. Chas. J. Smith is president, John 
Shann, vice-president and William E. Smith, secretary 
and treasurer. M. T. D’Andrea is credit manager, Wm. 
schultz, warehouse superintendent, in charge of stock 
and Francis Budd is assistant buyer. 


Partial view of Chas. J. Smith & Co. general offices, 

shown at the right, and outside view of offices and ware- 

house building, shown below. Note shipping and re- 

ceiving doors and ample parking space. Surface car 

and bus runs along Communipaw avenue, directly in front 
of the building. 
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selling or buying price on any size, this chart offers a ~ ame 
direct short cut. For example: Assume a desired shee | bani 
discount of 40 per cent on 1 inch diameter machine — 
bolts, 2 inch in length. Find the length line and fol- com T onan 
low along until you reach the 40 per cent discount comet aaa 
column—here you find the answer, 1464. Other dis- ees = rm 
counts and lengths are determined in the same manner. a : ~— 
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MACHINE BOLTS—(One inch diameter) 
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This is the final installment of a complete series of machine 107. 25| 9653 
bolt prices 
110.55) 9950 



























































June 23, 1927 


HARDWARE AGE 53 


Six Stock Turns a Year in Paint 


Demonstrations and paint advice to customers help A. S. 
Burdick, Richmond, Cal., to do a large business that ordi- 
narily the retail merchant doesn’t develup 


turns his paint stock, valued at $1,500, six times 
a year by giving advice to customers and by 
having demonstrations every week. 

Paint and painting is one of Burdick’s chief hobbies. 
He likes it. He understands it. Things that men like 
are things that they do well. Consequently Burdick sells 
paint somewhat better than the average. 

His customers know that Burdick knows paint. That 
in itself probably is his principal stock in trade. Of 
course, as a matter of fact, that probably is true in any 
business. Knowledge of the human body and of medi- 
cine are the physician’s stock-in-trade; knowledge of 
law is the lawyer’s, knowledge of merchandise and of 
management are the merchant’s. 

So it is his knowledge that explains the secret of Bur- 
dick’s success with paint. People go to his store from 
all parts of Richmond in order to get his advice on the 
kind of paint for the particular job they have in mind. 

Burdick knows paint for three reasons: 1. He likes 
it. 2. He has had a good deal of experience with it. 
3. He has made a study of it. But, he says, there are 
still many things that he doesn’t know about paint. He 
is asked questions sometimes that he can’t answer off- 
hand. This used to happen more frequently than it does 
now. 

When he started selling paint in Richmond a good 


A C. BURDICK, hardware retailer, Richmond, Cal., 


many years ago, Burdick decided that in order to learn 
inore about it and also in order to give his customers the 
kind of service that he would like to have for himseli 
that it would be a good idea if he could persuade the 
local representative of the manufacturer from whom he 
bought his paint to call at the Burdick store every week 
or two in order to answer some of the questions that 
Burdick couldn't. 

In this he was successful. And it proved a good thing 
for the manufacturer as well as for Burdick and his 
customers. More paint was sold. Today a paint factory 


demonstrator -visits the Burdick store every week. At 


that time he goes out with Burdick or stays in the store 
for the purpose of giving demonstrations and answering 
questions, etc. 

A feature of this service is that customers of Burdick 
who do their own painting can get estimates on painting 
jobs free of cost. If a man wants to paint his house, 
Rurdick will send an estimator out to look at the house 
and give an estimate on the quantity and kinds of paint 
that will be required and which will be the most suitable. 

This is advertised in the Richmond paper and it has 
enabled Burdick to do a large amount of business that 
ordinarily the retail merchant doesn’t develop. 

Burdick’s success with paint came after studying mer- 
chandising plans and applying his efforts in the proper 
direction. 





Toys in Windows 


The idea of putting toys in a window display to at- 
tract customers has been used with success many times, 
but there is a point that is well to remember in this con- 
nection. ‘That is, 
to use a moving 
toy wherever pos- 
sible and practi- 
cal. There seems 
to be a tendency 
among humans to 
be attracted by 
moving displays 
more than the sta- 
tionary kind. 

The store win- 
dow display pic- 
tured here is an 
example of the 
moving type of 
toy—an_ electric 
train. Adults 
stopped and 
watched this ex- 
hibit and many 
sales of paints 
and brushes re- 
sulted directly 
from it. These 
displays may be 





Attract Customers 


used further to put the idea over, as, for instance, the little 

railway station was painted a bright and attractive color, 

as were all the cars and the engine of the train, all of 
which suggested 
the use of paint. 
A touch of real- 
ism was added by 
the use of minia- 
ture trees and the 

- familiar cinders 
about the tracks 
on the floor. 

All this was, ot 
course, backed up 
by an_ excellent 
display of paints 
and brushes. A 
complete range of 
color paddles were 
arranged in semi- 
circle, with a 
larger semicircle 
of brushes above 
the whole display. 

This window 
was the work of 
Harry T. Wen- 
dell, Portsmouth, 


N. H. 
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I. VanVoris, Cobleskill, N. Y., 
used this well arranged window 
display of pumps and other water 
system equipment with good re- 
sults. Below will be seen the 
newspaper advertisement that tied 
up with the window display. 
Merchandising of this caliber is 
bound to bring satisfactory results. 
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They Come from the Hardware Store 


RACTICALLY every farmer who its listed as a cus- 

tomer of the small town hardware store is a prospect 

at one time or another for farm water supply system 
equipment—either new outfits or replacements—and 
either makes sales and profits. Nearly every farm must 
look within itself for its water supply. There is no con- 
venient city water system on which to tap and such a 
condition means that every hardware merchant dealing 
with farmers should be keenly interested in the merchan- 
dise concerned. 

There seem to be three main sources for getting this 
water on farms: running springs, wells and small arti- 
ficial reservoirs. The two former are quite the prevalent 
type, whereas the latter is hardly prevalent enough for 
average consideration. 

Running springs, for example. What does the farmer 
need to harness their resources, for which he may surely 
call on the hardware dealer ? 

A clear, cool, steady-running hillside spring is a valua- 
ble and highly-valued asset to any farm, and the nearer 
the farmhouse, the better. 

This spring must be piped to the house and right away 
materials are needed, namely, lead or iron water pipe, 
couplings and fittings. 

Reaching the farmhouse kitchen we are confronted 
with the need of a kitchen sink. Two kinds suggest 


themselves as good sellers: gray or blue enamel, and gal- 
vanized steel. The three sizes that are called for regu- 
larly are 18x24, 18x30 and 18x36. Supplementing this 
a cistern to catch rainwater for use in washing is com- 
monly in use on the farm. Cistern tanks need pumps 
and this item is one of the best sellers in the whole farm 
water supply system. It is an item of daily use and 
must be in first-class condition at all times. Farmers 
cannot afford to neglect this item—hence sales. There 
are three sizes of pumps that the hardware store will 
supply to the farm trade. The extras on the cistern 
pump that will be in demand are complete plungers and 
upper and lower leather valves. 

But suppose the farmer is not so fortunate as to have 
a good supply of spring water at hand. Drinking water 
must be had, so a well is necessary, and well pumps 
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and curbs are needed. Here the lever well pump, the 
galvanized curb outfit and the wood curb outfit are the 


main types in general use. 

In the lever type of 
well pump the dealer can 
offer a very fair assort- 
ment to his farmer cus- 
tomers. Some of the 
better type are distinctly 
first quality in the results 
produced. For instance, 
it is rather a fine thing 
for the farmer to have 
one of these lever pumps 
of the type equipped with 
a hose attachment and 
brass faucet. With a 
good supply of water it 
makes very acceptable 
equipment. 

These pumps _ cost 
more, however, and not 
every farmer can be per- 


suaded to install one, so there is a good, steady and con- 
tinuous demand for well curb pumps. 

As mentioned, in the case of well curb pumps, the 
dealer will find many farmer-customers for both the 
wood and the galvanized outfits and while thinking of 
curb pumps they are quite a bit like the safety razor in 
that the initial purchase is by no means the last. 

Here are the common replacement parts that every 
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dealer can sell: Pump chain, tubing (wood and metal), 
rubber buckets, shaft, crank, spout, “dogs” and trip. 


In connection with supplving the local farm water 


> ' ~ = 
”~*, a4 é 
a “ 





ee ee 


These prosperous farmers are prospects for water supply equip- 


ment on their farms 


for you. 
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system equipment, we 
find that various dealers 
own and rent out to far- 
mer-customers a_ large 
and fairly expensive 
force-and-suction porta- 
ble hand pump. This is 
: sed at various times of 
the year when pipe lines 
become clogged with 
mud or sediment or 
freeze partially shut. It 
is a great aid to the far- 
mer and even with a 
moderate rental charge 
the cooperation involved 
becomes a_ reasonable 
profit to the dealer. 

All of the items sug- 
gested in the foregoing 


columns of HARDWARE AGE can be readily sold in any 
hardware store, reaching out into a farming community. 

It is not intended to embrace the larger units of gaso- 
line and electric pump systems, hydraulic rams and the 
like, for these, although splendid in themselves, are not 
for average sales. 
would soon tell you if the larger units have a market 


An analysis of your selling area 


New Models in Farmers 


have “gone into trade,” eliminating 
some of the middlemen and getting 
higher prices by selling crops and 
produce through co-operative market- 
ing organizations. Half a million 
farmers sell garden truck at their 
front gates. They get full retail prices 
without sharing with the middleman, 
and they learn to fraternize with their 
more sophisticated city neighbors and 
to yearn for luxuries and comforts. 

More than four and one-half mil- 
lion farmers are listed as subscribers 
to the four leading national farm mag- 
azines, in which an amazingly varied 
list of trade-marked and nationally- 
distributed products are advertised at 
from two to three thousand dollars a 
page. And there is a measure of farm 
buying power in the fact that the cir- 
culation of the four magazines has in- 
creased 35 per cent in five years. 

Mr. and Mrs. Farmer daily become 
more “like city folks.” Every other 
farm has a telephone; more than 
every other farm boasts an auto- 
mobile; the farmer has the latest 
magazines, the radio, and so on, and 
goes to the theater as often as does 
the average city man. 

Mail-order catalogs nowadays ad- 
vertise golf outfits, and tennis racquets 





(Continued from page 49) 


and nets are listed alongside croquet 
sets ; and page after page is devoted to 
pictures of garments for old and 
young in the latest Fifth Avenue style. 
One mail-order firm recently hired a 
world-famous designer to design its 
garments for women—for the wives 
of farmers. 

The mail-order man knows that the 
farmer is hungering for commodities 
he knew little about and never could 
afford before. Mail-order business 
has increased more than 60 per cent in 
four years. 

The modern farmer’s parents never 
bought as he is learning to buy. He 
himself has only recently awakened. 
Nevertheless, when Farm and Fire- 
side made an exhaustive study among 
farmers in six scattered states, these 
were typical discoveries : 

In 50 per cent of the farm homes there 
were -percolators. 

In 50 per cent vacuum cleaners. 

In 38 per cent phonographs. 

In 44 per cent pianos. 

In 35 per cent refrigerators. 

In 65 per cent granite-ware in the kitchen. 

In 62 per cent aluminum utensils. 


The wheezing old parlor organ 
seems to have disappeared. 

In another survey, Farm and Fire- 
side also has dug up convincing evi- 





dence of the new farmer's desire to 
buy more and still more. By carrying 
the survey over a large territory and 
translating the results to a national 
scale, this magazine obtained infor- 
mation that hinted that the American 
farmer will be in the market, during a 
single year, for these: 

276,000 cream separators 

656,000 water systems 

173,000 vacuum cleaners 

392,000 incubators 

276,000 heating systems 

418,000 lighting systems 

592,000 radio sets 

334,000 kitchen cabinets 

425,000 washing machines. 

It is interesting to observe, too, that 
the purchases of many of these arti- 
cles are dictated by the farmers’ wives. 

“Agriculture,” Secretary Jardine 
says, “is on the upgrade as a result in 
a large measure of the intelligence, 
energy and determination of the 
farmers themselves.”’ 

In other words, John Farmer has 
helped himself ; and he is not through 
yet. He has decided to help himself 
to a city standard of living. 

To do this he must buy what the 
city has to offer. The awakening of 
the farm market, it appears, may be a 
big factor in our prosperity during 


1927. 
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cenes in 
Changing 
China 


HE accompanying illustrations 

show typical street and river 
scenes in China. They are presented 
here through the courtesy of W. J. 
McRae of San Francisco, Cal., Pacific 
Coast representative of the Allen 
Mfg. Co., Hartford, Conn. Mr. Mce- 
Rae spent a number of years in China 
in various sales capacities. These 
photographs were made in China by 
Mr. McRae before the development 
there of the present anti-foreign mani- 

festations. 


The picture at the top of this page 
shows one of the several bridges 
across a small creek that separates 
part of the French concession from 
the native quarter at Shanghai. This 
area has been strongly fortified with 
barricades and barbed wire. Next be- 
low is a scene from the Bund, Shang- 
hai, looking up the Whangpoo river 
toward the Russian, Japanese and 
American consulates. Typical Chinese 
boat train in foreground, Japanese 
steamer in the background. Foreign 
naval vessels concentrated on the 
Whangpoo at this point. 


Above, Chinese taxis o: rickshas just 
outside the gate to the walled city at 
Shanghai, China. Right, Chinese 
“bucket conveyors,” Chongsha, China. 
This river, the Siang, rises in the 
high water season over thirty feet. 
These photos show {glimpses of 
Chinese life and places that are sel- 
dom caught by the cameras of the 
newspaper correspondents. For that 
reason they are of particular interest 
at this time. 































June 23, 1927 


HARDWARE AGE 


57 


Sells Brushes to Three Out of Five 


Meinsinger Brothers, of Detroit, show a complete range 
of paint brushes on the counter of the paint department, 
making the extra sale in majority of cases 


66 HOW ‘em and sell ’em,’’ as a modern merchandis- 
ing policy is well exemplified in the matter of 
paint brushes in the hardware store of Meinsinger 

Brothers, Detroit, Mich. In the first place, Meinsinger’s 

paint stock is carried on open shelving running entirely 

across the back of the store and extending clear to the 
ceiling, so that no 
one coming into 
the store can fail 
to see the display. 

Naturally this 
arrangement helps 
the sale of paint 
and, in addition, 
each paint cus- 
tomer is con- 
fronted at the 
wrapping counter 
by an easel effect 
some 6 feet long 
and 3 feet high 
above the counter, 
containing sam - 
ples of various 
types and sizes of 
brushes. This 

“silent salesman” 

is a constant 

reminder that 
brushes are 
needed to apply 
paint and, as a re- 
sult, over 60 per 
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cent of Meinsinger’s paint customers also buy a brush. 

Practically all of the store’s sales of paint are made 
over the counter to home owners. It has been found that 
the best sales arguments are merely a friendly interest 
and a willingness to advise the customer how best to ob- 
tain the results he wants. The average stock carried runs 
about $3,000, 
while sales last 
year approxi- 
mated $20,000. 
Incidently lac- 
quer, in this store, 
is rapidly forging 
to the lead as a 
“best seller,” the 
stock turning bet- 
ter than 10 times 
in the past year. 

Most home 
owners are un- 
familiar with 
the care of 
brushes and when 
they buy a can of 
paint it is a safe 
bet that their 
brushes are unfit 
for use and the 
sale of a new one 
or possibly a 
cleaner is only a 
matter of sugges- 
tion. 


3 
t 
+ 
' ’ 


& 
ie "a" 
: 
ee ee 
aes mies 





Pushing Paint a Profitable Practice 


The modern salesman in the paint department knows 
something about proper color harmonies and combina- 
tions and how to obtain them. This is real knowledge 
in the selling of paint as a great proportion of your cus- 
tomers are entirely at sea when it comes to arranging a 
color scheme. Almost any paint manufacturer can sup- 
ply information of this kind to the ambitious paint sales- 
man. 

There are, however, a few general hints that may be 
given here that will help in deciding on colors that are 
complimentary. It is well known that the three primary 
colors are red, blue and yellow. If you take any two 
of these and mix them together you will have the com- 
plimentary color in the remaining one; for instance, 
red and yellow make orange, so the remaining color, 
blue, is the complimentary to orange. Red and blue 
make purple, therefore the complimentary to purple is 
yellow, and so on. White added to the pure colors 
gives the pleasing pastel shades and may be varied as 


much as you choose by varying the proportion of white 
used. With this elementary knowledge the display man, 
window dresser or salesman may produce endless com- 
binations of pleasing effect. 

In selling paint as in many other lines you must do 
a lot of the thinking for your customer and the more 
you are capable of doing this with knowledge of your 
merchandise to assist you the more you are worth to 
your store and to the people you serve. 

Manufacturers of paints, lacquers, varnishes and 
brushes are forever supplying valuable information re- 
garding the value and selling points of their various 
products, and the merchant or salesman who will study 
this information carefully will find that it will help him 
to get the paint stock off the shelves and into the hands 
of the customers. The sales helps that are sent out are 
all colorful and suggest many new ways to use paint. 
Get on to this sales matter and learn the strong talking 
points of the line you handle. 
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Guy Eastman Tripp, chairman of the 
board of directors of the Westinghouse 
Electric & Manufacturing Co., East Pitts- 
burgh, Pa., died on June 14, 1927, in the 
New York Hospital, New York City, 
where he had recently undergone an opera- 
tion. He had been ill since February. 

Mr. Tripp was born in Wells, Me., April 
22, 1865, the son of Alonzo K. and Abbie 
I’. Tripp. He was educated at South 
Serwick Academy in Maine. In 1897 he 
became associated with Stone & Webster, 
construction engineers and operators of 
public utilities, occupying several successive 
positions until he was elected vice-president 
ot the Stone & Webster Management As- 
sociation and also of the Stone & Webster 
Engineering Corp. In 1910 Stone & Web- 
ster were called in consultation regarding 
the affairs of the Metropolitan Street 
Railway Co. of New York City, which 
had passed into receivership. Mr. Tripp 
was appointed their special representative, 
later selected as chairman of the joint 
committee on reorganization. After finish- 
ing this work he was selected for the 
position of chairman of the board of di- 
rectors of the Westinghouse Electric & 
Manufacturing Corp. He assumed this 
position on Feb. 10, 1912. 

Shortly after the United States entered 
the war, Mr. Tripp was made chief of 
the Production Division of the Ordnance 
Department of the United States Army. 
Upon leaving the service with the rank of 
Brigadier General and Assistant to the 
Chief of Ordnance, he was decorated with 
the Distinguished Service Medal for “par- 
ticularly meritorious service.” 
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G. E. Tripp, Washington Official, Dies; 
Was Chairman of the Board 








In 1923-24 Mr. Tripp circumnavigated 
the globe in order to familiarize himself 
with world-wide conditions. The Emperor 





Guy E. Tripp 


of Japan bestowed upon him the Second 
Class Order of the Sacred Treasure, a 
very high honor. 

Mr. Tripp was a director of many cor- 
porations, trustee of South Berwick Aca- 
demy, and a member of numerous clubs 
and associations. 

Funeral services were held in the All 
Souls Unitarian Church, Fourth Avenue 
and Twentieth Street, New York City, on 
Friday morning, June 17. The interment 
followed. 





Charles H. Thomas Dies 


Charles H. Thomas, one of the leading 
hardware men of southwestern lowa and 
a prominent member of the Iowa Retail 
Hardware Association, died recently at his 
home in Creston, Iowa. 

Mr. Thomas had been active in the 
association since October, 1903, and be- 
sides his hardware afhliations he was a 
leader in the affairs of his community 
and of his State. Mr. Thomas was for 
eight years a State senator and was the 
author of the original blue sky laws of 
lowa. 


C. P. Judson Dies 


C. P. Judson, a very prominent hard- 
ware dealer of Big Rapids, Mich., passed 
away recently. He was born on a farm 
near Schoolcraft, Mich., in 1862, and 
entered a bank in that town when a young 
man. Very soon after he went to Big 
Rapids, Mich., and became a partner of 
M. M. Cole in the hardware business. 
After a few years Mr. Judson bought the 
interest of Mr. Cole and ran the business 
alone. 


He came to Big Rapids, Mich., in 1881, 








and remained in the one business for forty- 
five years. His business experience was 
exceptional in the concentration upon the 
single interest, and the wisdom of his 
course was demonstrated by thé exceptional 
success which he attained. 

Mr. Judson is survived by his wife, a 
brother and two sisters. : 


Spanish Representative Seeks 
American Contacts 


A letter has arrived from Barcelona, 
Spain, which ought to be of interest to 
many manufacturers. It is from Fran- 
cisco Moncayo, Hotel Espana, Barcelona, 
Spain, who writes: 

“Allow me to inform you I represent 
some American manufacturers in Spain, 
and as I am in close touch with some of 
our best hardware importers I should like 
to hear of some real novelties in that line 
as I might find a market for them in this 
country. I wonder if you would be willing 
to transmit this information to those firms 
which advertise in your magazine and 
who you believe might be interested to 
hear about it. My reference is The Collins 
Co., 35 South William St., N. Y. C.” 
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Atlantic City Exhibit Opened 
by Remington Arms Co. 


Hunters, fishermen, trapshooters, hard- 
ware and sporting goods merchants and 
sportsmen in general, who visit Atlantic 
City, N. J., styled by the Chamber of 
Commerce of that resort “The Playground 
of the World,” now have a place they call 
their own, and use it to their heart’s con- 
tent. 

The Remington Arms Company, of New 
York City, has opened a National Exhibit 
at the northeast corner of Missouri Ave- 
nue and the Boardwalk, where the com- 
plete line of Remington products will be 
shown. 

Many people will become acquainted 
with the Remington products through this 
display, which is one of the finest on the 
Boardwalk. 

In addition to the display, Remington is 
conducting a modern rifle gallery in which 
Remington Small Bore rifles and Klean- 
bore ammunition are used exclusively. 
The display room and gallery were opened 
to the general public just prior to Memo- 
rial Day, and has attracted inside more 
than one thousand persons each day. 

All sportsmen and merchants are invited 
to inspect the exhibit—in fact, a cordial 
invitation is extended to all by President 
Smiley, of the Remington Arms Co., Inc. 





Worthington Doubles Floor 
Space by Department Shift 


The electrical department of the George 
Worthington Co., Cleveland, Ohio, now 
occupies double its former space as a re- 
sult of a shift in departments. Expansion 
of the electrical department made larger 
quarters desirable and a shift was ar- 
ranged with the automobile accessories and 
sporting goods departments. David Aitken, 
manager of this department was recently 
elected a director of Cleveland Electrical 
League 


a ee 


Ship Chandlery Firm Forms in 
Houston, Texas 


Organization of a new $60,000 marine 
supply house by Houston, Tex., business 
men to be known as the Southwest Hard- 
ware and Marine Supply Corporation was 
recently announced. The new corporation, 
the personnel of which is composed en- 
tirely of Houston business men has ap- 
plied for a Texas charter and has pur- 
chased the stock, fixtures and entire busi- 
ness of the Houston branch of Sass & 
Levy Marine Supply Co. of Galveston, 
Tex. A general shipchandlering business 
is being conducted; storing or supplying 
the hundreds of ocean going vessels enter- 
ing the port of Houston. The general 
offices and headquarters of the corpora- 
tion are at 7400 Harrisburg Boulevard, 
Houston, Texas. N. W. Washburn, who 
has been connected with the port since 
its infancy, is president; R. C. Gross, a 
former naval officer and master in the 
Morgan Line fleet is vice-president and 
general manager, and R. D. Wiggins, who 
has been identified with the tow-boat busi- 
ness in Houston since 1912, is secretary 
and treasurer. 
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a C. McCarty & Co. Moves 
to 253 Broadway, N. Y. 


J. C. McCarty & Co., New York, manu- 
facturers and direct selling agents, have 
moved their offices to a suite of rooms on 
the sixth floor of the Postal Telegraph 
Building, at 253 Broadway, New York 
City, the official address being Room 615. 
‘or twenty years the offices were at 20 
Murray Street, and since 1858 the business 
has only moved three times. 

J. C. McCarty, president, is 87 years 
of age and is generally accepted as the 
dean of hardware men. He is in the office 
frequently, and the last time a reporter 
called, Mr. McCarty was busily engaged 
reading a recent copy of HARDWARE AGE. 
L. J. McCarty is vice-president, H. J. 
McCarty is treasurer, and E. W. McCarty 
is secretary. 

The Hardware Club is 


building, on the top floor. 


in the same 


Garden Book Issued by Ameri- 
can Fork & Hoe Co. 


An interesting and instructive booklet of 
gardening has been published by the 
American Fork & Hoe Co., Cleveland, 
Ohio. 

This is the second edition of the True 
Temper Garden Book and follows in the 
main the lines of -the first edition, of 
which 150,000 copies were distributed. 

The booklet is a complete gardening 
manual, giving instruction and advice on 
all classes of gardening. Some of the 
topics are, “Plant Your Garden Carefully,” 
“Preparation of The Soil,” “Pruning,” 
“Insect Pests and Plant Diseases” and 
“Planting and Care of the Garden.” 

In the back of the book is a complete 
guide for planting and raising vegetables 
and flowers. 

The booklet has been prepared and il- 
lustrated with great care and is for free 
distribution to present and future users 
of True Temper Tools. 


Export Helps and Guides in 
“Foreign Agency Agreements” 


A practical topic of direct interest to 
American exporters is dealt with in a pam- 
phlet just issued by the American Foreign 
Credit Underwriters, Inc., 381 Fourth Ave- 
nue, New York City, by the direction of 
the trustees of the American Manufac- 
turers’ Foreign Credit Insurance Exchange. 
It is entitled “Foreign Agency Agree- 
ments” and is the work of William G. 
Marvin, senior partner in the international 
law firm of Marvin & Bergh, general 
counsel to the Exchange. 

Sound advice is given on how to avoid 
the pitfalls of doing business through 
agents abroad, the essentials of a binding 
and satisfactory agreement, and pointers 
for increasing sales abroad with the help 
of foreign resident agents. 

A copy of “Foreign Agency Agree- 
ments’ can be had without cost upon re- 
quest to the American Foreign Credit 
Underwriters, Inc. 
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McKinney Chicago Branch Enlarged ; 
W. S. Church Now in Charge 


The Chicago sales branch of the Mc- 
Kinney Manufacturing Company has re- 
cently moved into larger quarters at 311 





W. S. Church 


The new 
Chicago’s 


West Randolph Street, that city. 
location is in the center of 


—————— 





_ were heretofore possible. 





“hardware district” and affords much bet- 
ter shipping and delivery facilities than 
With the great- 
ly increased floor space now available, the 
stock carried is being materially increased, 
both in quantity and diversity of items, 
and in addition an attractive display room 
is being installed. 

The personnel of the Chicago sales force 
has likewise been enlarged. W. S. Church, 
who has been connected with the Pitts- 
burgh office and sales organization for 
many years, is in charge of the Chicago 
office warehouse and sales. Other mem- 
bers of the western sales organization in- 
clude F. J. Koch, western manager; R. J. 
Compton, representing the company in the 
southwest; W. B. MacDonald, previously 
connected with the Pittsburgh office; D. T. 
McKiernan, for some time a member of 
the Chicago force; J. W. Rice, formerly 
with Hibbard, Spencer, Bartlett & Co.; 
and V. E. Davis, well known to the Chi- 
cago trade through his capable service at 
the city sales desk. 





New Furnace Co., Incorporated 
at Hamilton, Ohio 


The Barry Furnace Co. has recently 
been incorporated at Hamilton, Ohio. Fred 
W. Barry, recently manager of the fur- 
nace department of the Estate Stove Co., 
Hamilton, Ohio. is the president; E. H. 
Riesmeyer is vice-president; Edward A. 
Truster, treasurer, and A. J. Issenmann, 
secretary. 


Maritime Wholesale Hardware 
Association to Meet at Digby 


The annual meeting of the Maritime 
Wholesale Hardware Association will be 
held at the “Pines,” Digby, N. S., on 
July 5, 6 and 7. 





James Heddon’s Sons Appoint 
M. F. Jamar Jr. 


Mitchell F. Jamar, Jr., formerly vice- 
president of the F. A. Patrick Co., Du- 
luth, Minn., has been appointed advertis- 
ing manager in charge of sales promotion 
of James Heddon’s Sons, manufacturers 
of bait and fishing tackle in Dowagiac, 
Mich. 


E. E. Caswell Now Chicago Mgr. 
for Union Twist Drill Co. 


FE. E. Caswell, who has represented the 
Union Twist Drill Co. through central 
New York State for several years, has 
been appointed manager of the company’s 
Chicago store at 11 South Clinton Street. 





Chicago Dealers Plan Picnic 


At the regular monthly business meet- 
ing of the Chicago Retail Hardware Asso- 
ciation, held June 10 at the Sherman Hotel 





in that city, final plans were formulated 
for the annual picnic. The date decided 
upon was Wednesday, July 13, the picnic 
to be an all-day affair and held at Willow 
Springs, Ill. The Chicago organization 
now has 234 stores as members, and they 
will be closed during the day of the picnic. 





Warren M. Heim Advanced by 
Oliver Iron & Steel Corp. 


Warren M. Heim has been appointed 
general manager of sales Oliver Iron & 
Steel Corporation, Pittsburgh, succeeding 
E. Theodore Sproull, who resigned re- 
cently to become commissioner of the Cold- 
Rolled Strip Steel Institute. Mr. Heim 
has been manager of the pole line material 
division since early in the year, when he 
joined the company following a connection 
of several years with Hubbard & Co., Pitts- 
burgh. 


— 
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Wooster Brush Co. Adds Night 
Force to Meet Demand 


An exceptionally large volume of busi- 
ness for this time of year has necessitated 
the Wooster Brush Co., Wooster, Ohio, 
adding a night force to increase production. 
The company reports the paint and 
varnish brush business extraordinarily ac- 
tive at this season. 


en 


John C. Stephan Now with Chain 
Products Co. of Cleveland 


John C. Stephan, recently with the 
Griswold-Eshleman Co., Cleveland, Ohio, 
has been appointed advertising manager of 
the Chain Products Co. of Cleve‘and, 
Ohio, manufacturer of hardware and tire 
chains. 
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“National” New Hose Clamp 


A new clamp is being introduced to the 
trade by the National Clamp Company, 16 
East Forty-first Street, New York. 

Otto Bieber, president of the company, 
states that the features which make the 





National Clamp of especial interest to 
users are simplicity, the speed with which 
it may be applied or removed, and the fact 
that one size will fit an extremely wide 
range of hose sizes. 

Figure 1 shows the National Clamp open. 
It consists of a band upon which is em- 
bossed a series of transverse ridges and 
depressions, forming in effect a toothed 
rack. The screw engaging with this 
toothed band is mounted on a trunnion. 

In applying the National Clamp, the 
band is slipped over any part of the hose 
and compressed by hand. Allowing the 
screw to swing into the position shown 
in Figure 2 and taking a few turns with 
a screw driver tightens the band. The 
screw, operating as a worm drive, feeds 
the band under the screw threads until it 
is as tight as desired. This method of 
tightening the band is said to insure com- 
plete contact and equal pressure around 
the entire periphery of the hose. 

National Clamps are made in four sizes: 
No. 10, No. 20, No. 30, No. 40. Size 
No. 20, for example, will fit hose from 
l in. up to and including 134 in. inside 
diameter. 

An interesting feature to dealers is the 
fact that they need carry only one, two, or 
three sizes, depending upon the local 
demand. 


“Whizzard,” a Sled for Winter 
and Summer Alike 


A recent development in the sled and 
coaster field is “Whizzard,” the all-season 
sled, introduced to the trade by the Pol- 
lack Roller Runner Sled Co., Inc., 11 
Beacon Street, Boston, Mass. 

“Whizzard” is designed to pass over 
spots where the snow has melted or has 
been shoveled away and to coast equally 
well in the summer or in climates where 
the snowfall is so light that coasting 1s 
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unknown. This is said to be accomplished 
by means of small wheels with seamless 
bushings, inset in the runners and revolv- 
ing on a fixed steel stud. These wheels 
are easily replaceable by simply removing 
a small steel washer, a moment’s work 
with a screw driver. Although the con- 
struction of the wheels should make this 
seldom necessary, the Pollack Roller Run- 
ner Sled Co., Inc., has provided for the 
long life and usefulness of this sled. 

Another “Whizzard” feature is a new 
steering device that, which is claimed, 
eliminates straining, twisting, or warping 
the runners. This is a small grooved wheel 
mounted well forward on the sled. It is 
held in position by a U-shaped steel cross 
member and is operated by a steering arm 
similar in appearance to that of the ordi- 
nary snow sled. The steering wheel is 
held in alignment with the runners by a 
strong spring when pressure is released 
from the steering arm. 

The sled itself presents an attractive 
appearance. Red Duco is used on the 





The trademark is a shield 
worked out in detail and many colors. 


metal parts. 


Distribution of “Whizzard” is being ac- 
complished through regular jobbing chan- 
nels. Dealers are furnished with attrac- 
tive booklets in three colors for counter 
and mail distribution. 


Tainter Mfg. Co. Makes a New 
“Natural Grip” Saw Set 


The Tainter Mfg. Co., 113 Chambers 
Street, New York City, has just placed 


on the market a new saw set to be known 
as the Tainter 
They 


“Natural Grip” Saw Set 


No. 27. state that all the funda- 





mental features of their older types have 
been retained. The clamping jaw, which 
keeps the set from slipping on the teeth, 
and the rotary movement of the plunger 
are special features claimed by the manu- 
facturer. In addition there is a downward 
bend to the handles, which is said to per- 
mit a more natural and easy movement of 
the handles and a convenient “stop,” which 
is said to prevent the hand from slipping. 

The set has a special gun-metal finish. 





June 23, 1927 


Presto-Vac Junior Cleaner 


A vacuum cleaner, which weighs but 
4%, lb. and is only 12 in. in length, has 
been designed and placed on the market 
by the Metal Specialties Mfg. Co., 338-352 





North Kedzie Avenue, Chicago, Ill. The 
Presto-Vac contains a blower which is 
operated by a small 110-volt universal mo- 
tor, which also drives a revolving brush 
to loosen the dirt. 

This vacuum cleaner is designed in neat 
and compact form so that not only the 
vacuum effect, but also the brush (which 
is self-contained in the cleaner) may be 
carried directly to the work to be done. 





Sturdy Christmas Tree Holder 
Assembled with Screw Driver 
A Christmas tree holder has been placed 


on the market by The Clark Manufactur- 
ing Co., 427 North Thirteenth Street, 
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Philadelphia, Pa., which needs only a screw 
driver to set it up. 
It is composed of four metal parts, to- 
gether with a machine screw and wing nut. 
The circular part which fits around the 
base of the tree is contracted by the tight- 
ening of the wing nut on the screw. The 






three uprights are claimed to hold the tree 
rigid and stable. 


Each Samson Tree Holder comes packed 
in an attractive box. 
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Pike Mfg. Co. Oil Stone Display 
Features Six Active Sellers 


An exceptional India Oil Stone counter 
or window display has been created by 
Pike Manufacturing Co. of Pike, N. H., 
manufacturer of the various India Oil 
Stones. This display was designed in 
view of helping the smaller dealer have 
a complete display without carrying a 
heavy stock. 

Six of the best selling stones are sup- 
plied with each display. They are fastened 
to the display board by an ingenious meth- 








od which makes it difficult for irrespon- 
sible parties to remove, but the retail 
salesman can easily remove the stones for 
sale or demonstration. 

The metal easel folds under the display, 
forming a flat convenient package for 
shipping. It is easily opened and securely 
locked into position without the .use of 
tools. By removing the bolts from the 
easel support, the sign can be raised into 
prominent position, the entire display then 
presenting a flat back surface which can 
be hung against the wall. 

The following India Oil Stones comprise 
the display: 1 of No. 24; 1 of No. 2; 1 
of No. 29; 2 of No. 1% and 1 of No. 0. 
Each display is packed in a substantial 
corrugated carton measuring 19 by 10 by 
2 in. 


Starrett Ready Reference 
Table with Rule No. 588 


The new Starrett Ready Reference 
Table with Rule is manufactured by The 
L. S. Starrett Co., of Athol, Mass. 

One side has decimal equivalents, frac- 
tions, and 6-in. rule: with 32nds divisions ; 
the other side has tap and drill data and 
6-in. rule with 64ths divisions. 

Two advantages of this new table and 
rule are claimed by the manufacturer. 
They are quick reading figures of both 
divisions and ‘the natural reading position 











It is 
said to be not necessary to turn the rule 
end for end or to measure with figures 
upside down, as the graduations are on 
opposite edges and from the same end. 


of the graduations on both sides. 
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Majestic Electric Makes 
Bath Room Wall Heaters 


Majestic Electric Appliance Co. of 1705 
Allegheny Avenue, Philadelphia, Pa., is now 
manufacturing two types of wall heaters 


— penenane 
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especially designed to be inserted in the 
walls of bathrooms. 

No. 10-B is made for a 1,000-watt ca- 
pacity and to be used with 110 volts. The 
manufacturer claims that it will give the 
bathroom a comfortable warmth in a very 





few minutes. It is equipped with a single 
heat switch and finished in vitreous white 
enamel. Water thrown on this heater 
while in operation will not injure it. 

No. 20 is also for the bathroom wall. 
It is of the reflector type and only uses 
650 watts. It is made for use with either 
110 or 220 volts and for alternating or di- 
rect current. It is also finished in white 
vitreous enamel. 


Fay Co. Makes Floor Machine 
for Use in Home 


A floor machine which will complete 
a number of floor operations, including 
scrubbing, waxing, and polishing floors of 
linoleum, tile, and cork as well as wood, 
sandpapering and refinishing and much 
other work on surfaces to be finished or 


refinished, is manufactured by the Fay 
Co., 11 East Thirty-first Street, New 


York City. 

The Champion model floor machine is 
constructed of high-grade, finely machined 
aluminum castings. A standard electrical 
motor delivers twice the amount of power 
necessary to operate the machine through 
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a simple gear reduction with very large 
gear size and oversized bearings. 

The entire weight is supported by a spe- 
cial thrust bearing over 5 in. in diameter. 
This relieves the machine of undue fric- 
tion and the full power of the motor its 
delivered to the brush. 

The machine has a specially designed 
handle on which there is the operating 
switch and cable arm. The handle can be 
adjusted to suit the height of the operator, 
and this adjustment is sufficient to lower 
the handle to a horizontal position so that 
the machine can be operated on tables, 
benches and desks—in this position the ma- 








chine and handle being only 10 in. from 
the floor. 

The following attachments are fur- 
nished: For scrubbing, palmetto and steel 
wire brushes; for waxing and polishing 
floors, polishing pad and disc; for lino- 
leum, tile and cork floors, polishing brush: 
for sandpapering and refinishing, sand- 
paper disc and carborundum disc. 


National Stamping Works Makes 
New Gasoline Sad Iron 


A gasoline sad iron, called the “Nulite 
Match-lite” iron is just being placed on 
the market by the National Stamping and 
Electric Works, 3212-50 W. Lake Street, 
Chicago. The company, which has been 
engaged iy the manufacture of gasoline 
and electrical household appliances for the 
past 36 years, intend to distribute this new 
iron through the regular hardware 


channels. 

The iron is so constructed as to allow 
it to be generated and ‘lighted with an or- 
eliminating 


dinary match, the use of 





torches or alcohol. Any good grade of 
gasoline may be used and it is stated that 
the cost of doing an average ironing 1s 
less than two cents. The handle is asbestos 
lined and the whole article is well balanced 
and beautifully finished. 
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The Newton Door Closer Is 
Invisible and Practical 


A door closer which is completely invisi- 
ble when the door is closed and unobtru- 
sive when open, is now being manufac- 
tured by C. H. Newton & Co., 261 Frank- 
lin Street, Boston, Mass. 
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The Newton Door Closer for interior 
doors has been designed to eliminate pro- 
jecting arms and brackets. The arms of 
the ordinary door closer are replaced by a 
chrome-nickeled steel chain and 
steel shaft which conceal themselves within 
the mechanism, when the door is closed and 
are very inconspicuous when it is open. 
The Newton Invisible Door Closer is said 


flexible | 











to operate silently and easily, closing the | 


door either quickly or slowly as desired. 
The mechanism is enclosed in a mallea- 
ble iron housing held securely by four 


screws passing through the face. The closer | 


operates by means of two powerful com- 
pression springs. The drive shaft is a 
double-acting worm which is_ rigidly 
mounted and perfectly supported against 
both radical and axial thrusts. Any desired 
closing speed may be obtained. 

This closer, in its present size, is recom- 
mended for wooden doors 3 by 8 feet, from 
134 to 2 inches in thickness. Also, for hol- 
low metal doors of the same size, but from 
1% to 2 inches in thickness. The standard 
finish is dark bronze. A guarantee is given 
against faults in workmanship and defects 
in materials. 


Juvenile Whippet Made for 
the Very Young Driver 
The Gendron Wheel Co., Toledo, Ohio, 


makers of vehicles for children, has re- | 
the | 


ceived the exclusive privilege from 








Willys-Overland Co. to make a juvenile | 


Whippet, patterned after the automobile 
of that name. 





The Gendron Wheel Co. is making five 
models which, it is stated, follow closely 
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the design and finish of this well-known 
English type of car. The Whippet radi- 
ator cap has been reproduced, the radiator 
and hood have a similarity, and the lines 
of the body are said to have the pleasing 
sweep and smoothness found in the body 
design of the original. 

Some of the features in the model illus- 
trated are a windshield with side brackets, 
bumper, horn, scuff plates alongside of 
running board, a horn, and disk wheels. 


Gasketed Wire Cloth Made by 
Newark Wire Cloth Co. 


The Newark Wire Cloth Co., 351 Verona 
Avenue, Newark, N. J., has placed on the 
market a new gasketed wire cloth leaf for 
flush plate and frame filter presses. These 
leaves are giving good service in paint, 
chemical, clay and similar industries. They 
are now preparing gasketed filter leaves 
in four ways. The first is by sewing 
canvas gasket directly onto the metallic 
cloth; second, by edging the cloth with 
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rubber, vulcanized in the plats; third, by 
giving the gasket a solid metal edge com 
posed of soldering material and in some 
cases, by the application of a heavy red 
lead which will seal the joints effectively. 


Rugg Manufacturing Co. Makes 
a Galvanized Snow Scoop 
The Rugg Manufacturing Coe. of Green- 


field, Mass., is now manufacturing a 
scoop designed to clear snow from large 





areas. The Snow Scoop is of sturdy con- 
struction, being made of welded tubing, 
galvanized iron and hard wood. Welded 
tubing forms the uprights for the handle 


and extends underneath the scoop as run- | 


ners. The manufacturers claim that it 


will save time in clearing railroad plat- 
forms, gasoline stations, skating rinks and 
long driveways. 
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Catalog of Electrical Drills 
Issued by Goodell-Pratt Co. 


Electrical drills of all sizes and for all 
purposes are described in the first catalog 
of electrical tools issued by Goodell-Pratt 
Co. of Greenfield, Mass. There is a wealth 





of information not only about the con- 
struction, but also the performance of 
Goodell-Pratt Electric Drills. In each in- 
stance a performance chart of the different 
sizes is shown. 

. Several accessories to be used with the 
drills are shown, such as drill stands, bench 
clamps, and screw feeds. 


Sail Boat on Wheels Now Made 
for the Little Tar 


One of the new additions to the com- 
plete line of children’s vehicles, manufac- 
tured by the American National Co., of 
Toledo, Ohio, is a snappy little catboat 
mounted on a pedal car frame. 

The boat body is of pressed steel, fin- 
ished in battleship gray with yellow and 
red striping. The steering control is a 
standard catboat tiller, and the gray mus- 
lin sail can be lowered or raised on the 
mast with rope and pulley. The swing- 
ing boom, which can be cleated down either 
port or starboard, completes the sea-going 
equipment for this little pedal-ship. 
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Rubber- 
tired, pressed steel disk wheels are stand- 
ard equipment. Each vehicle comes packed 
in a box, the weight being 48 Ib. 


The length overall is 41 in. 
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International Harvester Co. Gets Clean Bill 
by Decision of Supreme Court 


(Washington Bureau of HARDWARE AGE) 
ASHINGTON has returned to a period of more or less quietude. 
After its reception to Col. Charles A. Lindbergh and the departure 
of the President for his summer home in the Black Hills, the Na- 
tional capital turned to routine work. | 





“The law, however, does not make the mere size of a corporation, how- 
ever impressive, or the existence of unexerted power on its part, an offense, 
when unaccompanied by unlawful conduct in the exercise of its power.” 

The foregoing is a striking sentence taken from a recent decision of the 
Supreme Court of the United States. It was in the suit of the Government 
against the International Harvester Co. The company was given a clean 
bill. It had been charged with violating a’consent decree entered into with 
the Government. The Supreme Court held that the company had lived up 
to the decree in every sense. Its disposition of the charge that it was violat- 
ing the law as a monopoly was summed up as indicated. It is a significant 
emphasis of the fact that mere size, as is generally supposed, is not an offense. 
It is permissible under the anti-trust laws, the prevailing view to the con- 
trary. In these days when mergers are being effected and more in pros- 
pect the decision comes in a timely fashion. Keen competition has revolu- 
tionized industry and it is in a new state today. It has to save by every 
means possible if profits are to be made. It is not generally recognized that, 
as shown by the Federal Reserve Board, commodity prices at the end of 
March were within 5 per cent of the level of 1922, but costs of production 
remain high and industrial activity is marked. The elimination of waste, 
greater output per man and other modern-day developments are the salva- 
tion of many industries and further merging will be necessary for some and 





perhaps will be stimulated by the decision mentioned. 





A slight decline in operating time and 
employment was apparent in several of 
the major industries during May, accord- 
ing to the Department of Labor. Most 
of the states reported a surplus of labor. 
However, except in a few sections, the 
volume of unemployment is not large. The 
textile industry showed very little change. 
Part-time operations were continued in 
many localities, and a surplus of this class 
of labor was reported. A slight decrease 
occurred in the iron and steel industry. 
This was also true of the automobile in- 
dustry, and many automobile plants cur- 
tailed their operating schedules. The out- 
look in the iron and steel industry is con- 
sidered bright. In spite of the fairly 
satisfactory volume of building throughout 
the country, there is a small surplus of 
skilled building trades men in many cities. 
Outdoor activities, particularly road con- 
struction and farm work, show an increase 
except in those states where flood condi- 
tions have rendered all outdoor work im- 
possible for the time being. 





Hope that the country has finally passed 
through the period of governmental price- 
fixing panaceas is expressed on behalf of 
the Chamber of Commerce of the United 
States in a communication recently ad- 
dressed to President Coolidge by Presi- 
dent Lewis E. Pierson of the Chamber. 
In his letter the latter points out that new 
crop cotton, corn and wheat in the past few 
weeks have been selling at this year’s high- 





est levels. This within three months after 
the veto of the latest price-fixing measure. 

Mr. Pierson, in his letter, said: 

“The National Chamber has steadily op- 
posed price fixing by government agencies 
as contrary to the fundamental principles 
under which our country has prospered. 

“When the last proposal, contrary to 
these principles, was vetoed by you, there 
was a depression in the prices of cotton, 
corn and wheat. It therefore must be as 
gratifying to you, as it is to all interested 
in the welfare of American agriculture, 
to note that in the space of three brief 
months this depression, so largely created 
by long continued agitation for price- 
fixing legislation, has entirely passed away. 

“In the great central trading markets, 
with natural forces allowed free play, new 
crop cotton, corn and wheat have in the 
last few weeks been selling at this year’s 
highest levels. Corn is selling in our home 
markets at prices which represent full pro- 
tective duty paid plus ocean freight cost 
from Argentina, while cotton and wheat, 
of which we raise an export surplus, have 
made new high prices under the stimulus 
of both home and world demand. 

“The National Chamber has a great 
hope that we have finally passed through 
that period when unsound panaceas of 
governmental price fixing and entry into 
the field of private enterprise can be 
seriously contemplated by the American 


people.” 





Although initiated in response to a 





Senate resolution of March 17, 1925, the 
Federal Trade Commission has not as yet 
completed its inquiry regarding open price 
associations. No intimation has been given 
as to when the job will be finished. It 
has been predicted that there will have 
been a number of “turnovers” in such 
associations, to say nothing of those go- 
ing out of business before the report is 
made. The inquiry was held up for a 
time when the Commission asked the opin- 
ion of the Attorney General as to the avail- 
ability of the appropriation for the work. 
The opinion was favorable, the inquiry 
instituted. It calls for investigation of 
the number and importance of open price 
associations, the effect of their activities 
on prices and the nature of their other 
activities with particular reference to al- 
leged violations of the antitrust laws. 


—_— 


President Coolidge, in selecting the 
Black Hills as the place for the Summer 
White House, probably sought to get 
away from the politicians as nearly as 
possible, but the long odds are against 
him. In these days of good roads, good 
air currents, and ambitious office-seekers 
no place is inaccessible. 
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The imagination is stirred at the thought 
of Chinese lingo passing over the radio, 
and it is difficult to develop such a con- 
ception. Yet no less an authority than 
Chairman W. H. G. Bullard, of the Fed- 
eral Radio Commission, has told members 
of the National Electrical Manufacturing 
Association that in his opinion China is 
the greatest potential market in the world 
for radio “sets and transmitters. Coming 
from an authority of this high character, 
it would be presumptious for a layman 
to question the statement. But to the 
Occidental mind there arises the fear that 
the possibilities of mixing static and the 
Chinese tongue leave much to be desired 
for a peaceful evening of radio broad- 
casting. But it might divert attention 
from the war or wars now going on in 


China. 





The work being done by the govern- 
ment in the stricken areas of the Missis- 
sippi is acknowledged by those in the af- 
fected sections as being all that can be 
done at the moment. They are not able 
to see how an extra session of Congress 
can hold up a flood by dams of words and 
dikes of politics. It is realized that the 
flood offers a gigantic engineering problem 
that will have to be solved with technical 
care, systematic work, and an utter ab- 
sence of politics. 





64 


HARDWARE AGE 


General Market News 





June 23, 1927 





Hardware Prices Are Very 


Firm— 


Collections Show Improvement 
—Current Demands Moderate 


JH, market ce prices are very firm in practically all important 


market centers. 
the near future. 


tember when fall goods are announced. 


There is little likelihood of drastic changes in 
Adjustments may come in August and Sep- 


Collections averaged better 


last week and June looks to be a better collection month than expected. 


Building is active. 
appears satisfactory. 
seasonal hardware lines. 


tain a better volume on garden equipment. 


stocks are reported healthy. 


Crop indications are optimistic and employment 
Current demand is moderate for both staple and 
Continued good weather should help main- 


Both wholesale and retail 
a 





Large Building Construction 
Continues in Most Sections 


Building and engineering contracts in 
May amounted to $552,350,000 in the 
37 States east of the Rocky Mountains, 
according to figures collected by F. W. 
Dodge Corporation. The area includes 
about 91 per cent of the country’s build- 
ing volume. The amount was 9 per 
cent under April and was one-half per 
cent above May of last year. For the 
first five months the total has been 
$2,555,515,000, or 1 per cent below the 
first five months of 1926. 

Residential buildings still hold the 
lead with $219,980,000 in May, or 40 
per cent of all construction. Public 
works and utilities furnished $111,367,- 
000; commercial buildings, $72,541,000; 
industrial buildings, $44,889,000, and 
educational buildings, $34,545,000. 


Retail Trade Moderately 
(ood; Mail Order Houses 
Behind 


In business circles retail trade is 
moderately good with mail order 
houses showing some falling off from 
last year. Bank clearings, while larger, 
are swelled by heavier operations in 
speculative markets. Commodity prices 
are higher, due however, almost entirely 





to increase in breadstuff prices, says | 
of iron and steel products in the terri- 


“Bache’s Review.” Mr. Virgil Jordan, 
chief statistician of the National In- 
dustrial Conference Board, is reported, 
in an address to the N. Y. State Bankers 
Convention, to have predicted that this 
was not merely a temporary bulge but 
that there would be a sharp rise in the 
price of farm products in the next two 
years and that this would stimulate 
business and bring about unusual pros- 
perity. Mr. Jordan disapproved of 








pessimism about business and fears of 
a business depression as necessary be- 
cause we had had five years of ad- 
vancing activity. He was “down” on 
the worriers and especially on the fore- 
casters. He said: 

“The present attitude of the business 
world toward the future is a kind of 
barbaric religion, based on ignorance 
and fear. The business man is afraid, 
and the business forecaster is hopeful, 
of a good old-fashioned depression next 
year because both of them imagine that 
since 1924 we have been enjoying an 
old-fashioned boom, and that the pun- 
ishment for a little prosperity must 
be a great deal of depression. In the 
course of time, however, it is likely to 
become evident that we have not been 
enjoying the old-fashioned boom. The 
only inflations that have taken place 
are inflation of language and inflation 
to some extent of the stock market.” 





I. C. C. to Equalize Rate on 
Iron and Steel 


One of a number of hearings by the 
Interstate Commerce Commission to 
determine if freight rates on various 
commodities cannot be so adjusted as 
to permit lowering of rates on agricul- 
tural shipments was concluded last 
week in the Marlborough-Blenheim in 
Atlantic City. 

It was declared that different shippers 


tory east of the Mississippi and north 
of the Ohio River to Canada had com- 
plained concerning rates in their sec- 
tions, alleging inequality. 

The commission, it was stated, pur- 
poses to equalize these rates raising 





them where justified and with a general | 


view to eventually lowering rates on 
agricultural shipments if other rates 
are raised. 


cent of capacity, 


Crop Conditions Good, Says 
Cleveland Federal Reserve 


Reports coming from various parts 
of the district it serves to the Cleveland 
Federal Reserve Bank, Cleveland, Ohio, 
indicate that crop conditions throughout 
the district are satisfactory. 

Particularly is this true of wheat, 
which is in excellent condition at this 
time, due to the frequent rains and the 
favorable weather. The acreage for 
harvest in Ohio is estimated to be 1,- 
450,000 as compared with 1,789,000 last 
year. Pasture and hay crops are above 
average in that district this year, being 
87 per cent of normal as compared 
with 74.6 for May, 1926, in Ohio. 

In some sections, the planting of corn 
and oats was interfered with by heavy 
and frequent rains, but this condition 
has been overcome and the recently 
planted corn is beginning to develop 
somewhat better than usual. 

The prospects for a main apple crop 
average 63 per cent from the reports 
received. The peach crop is reported 
to be a failure in southern Ohio, but 
chances are good for a crop in the 
Lake counties. 

Estimates for the Ohio cherry crop 
average 60 per cent, and for plums 50 
per cent. 


Freight Loadings Decline; 
Total 911,298 Cars 


Loading of revenue freight during the 
week ending June 4, totaled 911,298 
cars, a decrease of 115,099 cars from 
the preceding week and 33,566 cars 
less than the corresponding week last 
year. These decreases are attributed to 
the Memorial Day holiday. 

Total loadings for the calendar year 
including the week ending June 4, 
amounted to 22,263,864 cars, compared 
with 21,864,675 cars for the same period 
last year and 21,360,861 cars two years 
ago. 


Bookings of fabricated structural 
steel in March totaled 178,097 tons, or 
65 per cent of a capacity of 275,910 
tons reported by 189 firms to the De- 
partment of Commerce, and showed a 
drop of about 5 per cent under Feb- 
ruary. Production of steel barrels in 
March was reported to the Department 
of Commerce as 575,850 as against 
504,134 in February. Bookings of 
commercial steel castings in March 
amounted to 82,488 net tons, or 62 per 
as against 91,354 
tons, or 69 per cent of capacity, in 


| February. 
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Adverse Weather Still Hampers 


Business—Prices, However, Firm 


(Chicago Office of HARDWARE AGE) 


HERE has been very little change in the general conditions 
surrounding the Chicago hardware market during the past 
week. The weather, which has hampered farm activities all 
spring, is still unfavorable and consequently retail activities are 


lagging somewhat. 


However, there is a slight increase noticeable 


as the season advances with prospects of a more rapid improvement 


later. 


Building operations are slumping badly in so far as indicated by 
the number of new permits being issued. However, the actual con- 
struction work already under way is large and is reflected by 
heavy demand for all kinds of materials and for builders’ hard- 


ware. 


The steel industry in this area is gradually slowing down and as 
shipments have been keeping pace with the production at present 
the number of unfilled orders at the mills is the lowest this year. 

Prices on hardware show a general steadiness, although the only 
price changes to be reported this week are all slight recessions. 
Linseed oil, turpentine and window glass are the commodities ef- 


fected by small declines. 


Collections are only fair but are holding up remarkably well 
when the long period of adverse weather conditions are considered. 


AUTOMOBILE ACCESSORIES. 
—With more settled weather there is 
a noticeable increase in the demand. 

We quote from jobbers’ stocks 
f.o.b. Chicago: 

Spart Plug.—Splitdorf, for Fords, 
50c. each; regular, 58c. each; Cham- 
pion X, 45c. each; Champion Blue 
Box line, 53c. each; A. C., 53c. each; 
lots of 100, 50c.; A. C. Special Ford, 
36c. each. 

Spot 10 
$6.50 each 
Chains.—Non-skid, dozen pair lots, 

35 per cent discount. 

Jacks.—National Standard, No. 21, 
$1.30 each. 

Pumps. — Rose, 1% 
$1.85 each. 

Tires and Tubes.—30 x 3% over- 
size cord tires, $8.75 each; regular 
cord, $6.60 each; gray inner tubes, 
30 x 3%, $1.24 each; red inner tubes, 
30 x 3%, $1.45 each. 


BASEBALL GOODS.—Sales are hold- 
ing up well and are running consider- 
ably ahead of last year. 


— Appleton, No. 3280, 


in. cylinder, 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Goldsmith Official 
League Balls, $15 dozen; Special 
Official League balls, $8.90 dozen; 


Slugger bats, $16.20 dozen. 


BOLTS AND NUTS.—Prices are hold- 
ing firm with a good demand. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Carriage bolts, cut 
thread, 60 per cent discount; small 
carriage bolts, rolled thread, 60-10 
per cent discount; machine bolts, cut 
thread, 60 per cent discount; small 
machine bolts, rolled thread, 60-10 
per cent discount; all stove bolts, 75- 
10 per cent discount; lag screws, 60 
per cent discount. 


BUILDERS’ HARDWARE.—A good 
volume of orders are being received | 


at the recently advanced jobbers’ 
prices. 
We quote from jobbers’ stocks, 


f.o.b. Chicago: 3% x 3% steel butts, 
old copper and dull brass finish, $1.92 
per doz. pair, case lots—less gquan- 











tities, 12c. per doz. pair higher; 4 x 
4 steel butts, old copper and dull 
brass finish, $2.64 per doz. pair, case 
lots—less quantities, 12c. per doz. 
pair higher; heavy steel bevel inside 
sets, $5.75 per doz. sets, case lots; 
steel bit-keyed front door sets, $1.45 
per set; wrought brass bit-keyed 
front door sets, $2.49 per set; cylin- 
der front door sets, $6.00 per set. 


CHAIN.—There is an increasingly good | 
demand especially on halter chains. 


We quote from jobbers’ _ stocks. 
f.o.b. Chicago: *% in. proof cow 
chains, $3.50 per 100 lb. Tenso Bull 
Dog and Brown coil chains, 50-10 
per cent discount. No. 00-4% electric 
welded cow ties, $2.75 per dozen. 


COPPER RIVETS AND BURRS.— 
Sales are very good and prices are un- 


changed. 
We quote from jobbers’ stocks, 
f.o.b. Chicago: Copper rivets and 


burrs, 40-5 per cent discount. 


EAVES TROUGH, PIPE, ETC.—De- 
mand is only normal—no early price 
change in prospect. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: 28 gage single bead 
lap joint gutter, 5-in., $4.50 per 100 
ft.; corrugated conductor pipe, 3-in., 
$4.80 per 100 ft.; plain ridge roll, 
1%-in., $3.65 per 100 ft.; corrugated 
conductor elbows, 3-in., $1.51 doz. 


ELECTRICAL MERCHANDISE. 
Electric iron sales are stronger with 
the advent of warm weather. Fan 
sales are going well also. 


We quote from jobbers’ 
f.o.b. Chicago: 

Electrical Merchandise. 
rubber covered wire, $6.25 
ft.; in 1000 ft. lots, $5.75; No. 
cords, $12. 50 , ber 1000 ft.; in 1000 ft. 
lots, $12; ‘“%-in., brush brass key 
sockets, 15%c. each; two-way plugs, 
45e. each; in lots of 10, 40c. each; 
two-piece attachment plugs, 714c. 
each; dry cells, boxes of 50, .32%«c. 
each; less than case lots, 36c. each. 

Radio Supplies.—Radio B batteries, 
No. 766, $1.40 each; No. 776, pack- 


stocks, 


No. 14 
per 1000 
18 lamp 











ages of 10, $1.30; No. 767, $2.62 each; 
No. 767, packages of 5, $2.44 each; 
No. 770, $3.40 each; No. 770, pack- 
ages of 5, $3.17; No. 772, $2.62 each; 
packages of 5, $2.44; No. 486, $3.58 
each; No. 486, packages of 5, $3.33. 

Battery Chargers.—Apco line, lots 
of less than 10, $13.50 each. 


FIELD AND POULTRY FENCE.— 
There is a good amount of orders being 
placed with fall datings. 


We quote from jobbers’ 
f.o.b. Chicago: 726-6-12%, 
100 rods; 1948-144, 
rods; 2158-6-14%, $49.98 per 100 rods. 


FILES.—There is a normal demand 
and prices are firm. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: American files, 60- 10 
per cent off list: Nicholson files, 50 
per cent off list: Black Diamond files, 
50 per cent off list. 


FISHING TACKLE.—The heavy de- 

mand continues and manufacturers are 

busy keepittg up on their shipments. 

We from jobbers’ stocks, 

f.o.b. Chicago: Bronson No. 100, $2. 25 
each; Chicago: level winding reel, 
2.00 each; Symploreel No. 752, $4.90 
each; South Bend Bass-Orenos, $8.00 
doz.; Heddon’s Ziz-Wag, $10.00 doz.: 
high grade silk casting line, $1.40 per 
100 yds. 


GALVANIZED WARE.—Factory 
prices firm but distributors continue to 
offer specials. All utensils and milk 
cans are in season’s peak demand. 


We from jobbers’ stocks, 
f.o.b. Standard galvanized 
after-made tubs, No. 1, $6.00; No. 2, 
$6.85; No. 3, $8.00; 10 qt. galvanized 
after-made pails, $2.12; 12 qt., $2.33; 
14 qt., $2.60. One gal. all galvanize d 
oil cans, $2.75 doz.; 2 gat., $4 doz.; 3 
gal., $6.00 doz.; 5 gal., $7.00 doz.; 1 
bu. galvanized baskets, $6.20 doz.; 
No. 26% bu. bailed galvanized meas- 
ures, $4.50 
GARDEN HOSE AND LAWN SPRIN- 
KLERS.—tThere is a need of warmer 
and dryer weather to stimulate sales. 
We stocks, 
f.o.b. Chicago: Garden hose, good 
quality, molded hose, %-in., lle. per 
ft.; %-in., 12%c. per ft.; 5 ply, good 
quality, wrapped, %-in., 8c. per ft.; 

-in., 9%c. per ft. Lawn sprin- 
one Rain King, $28 a doz.; original 
fountain sprinklers, $6.00 doz.; Rain- 
bow, 38-in. high, $24 a doz. 


GLASS AND PUTTY.—tThe discounts 
on all sizes and strength of glass have 
been raised slightly. 


We from jobbers’ stocks, 
f.o.b. Chicago: Single strength A, all 
brackets, 88 per cent discount; single 
strength B, all brackets, 89 per cent 
discount; double strength A, all 
brackets, 88 per cent discount; double 
strength B, all brackets, 89 per cent 
discount; putty, pure grade, $4.25 pet 
100 lb.; commercial, $3.50 per 100 Ib. 


GOLF GOODS.—tThere is a strong ac- 
tive demand surpassing that of pre- 
vious years. 


stocks, 


quote 


quote 
Chicago: 


jobbers’ 


«uote from 


quote 


We quote from jobbers’ stocks, 
f.o.b. Chicago: High-grade wood 
clubs, $2.50 each: irons, $2.10 each; 


medium grade, $1.35 each; Crawford- 
MecGregor steel shaft wood clubs, 
$4.50 each; Crawford-McGregor steel 

Grand 


shaft iron clubs, 3.50 each; 

Slam wood clubs, $4.75 aot oe Grand 
Slam iron clubs, $3.35 each; U. S. 
Royal Golf Balls, $6.50 doz.; St. 
Mungo Colonel Golf Balls, $6.50 doz. 
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HANDLED HAMMERS AND HATCH- 
ETS.—Volume of hatchet orders is 
easing off. Hammer sales very lively. 
Prices are unchanged since early 1926. 


HAMMERS— 

We quote from jobbers’ stocks, 
f.o.b. Chicago: First quality, 16 oz. 
nail hammers, $12 a dozen; Maydole, 
$12.60 a dozen; 16 oz., machinists’ 
hammers, first quality, $9.20 dozen; 
competitive grade, 16 oz., nail ham- 
mers, $6 to $8 

HATCHETS— 
We quote from jobbers’ stocks, 


f.o.b. Chicago: First quality hatchets, 
No. 2 shingling, $12.50 doz.; first 
quality hatchets, No. 2 broad, $16.40 
doz.; medium quality hatchets, No. 2 
shingling, $8 doz.; medium quality 
hatchets, No. 2 broad, $12.50 doz. 


HANDLES, AGRICULTURAL.—tThere 
is a normal demand and prices are un- 
changed. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: 

Hay Fork Handles. — Straight 
chucked and _ bored, best’ grade, 
4% ft., $4.15 doz.; 5 ft., $5.00 doz.; 
XX, 4% ft., $3.65 doz.; 5 ft., $4.45 
doz.; X, 4% ft., $2.35 doz.; 5 ft., $2.75 
doz. 


Hay Fork Handles.—Bent-chucked 


and bored, best grade, with strap, 
ferrule and cap, 4% ft., $6.20 doz.; 
5 ft., $7.10 doz.; XX, 4 ft., $5.00 doz.; 
4% ft., $5.40 doz.; 5 ft., $6.25 -. 
XX plain, 4% ft., $3.60 doz.; 5 
$3.80 doz.; X plain, 4% ft., $2. 70 Ai. 
5 ft., $3.25 doz. 

Manure Fork Handles.—Bent, best 
grade, plain, 4 ft., $4.35 doz.; 4% ft., 
$4.70 doz.; XX plain, 4 ft., $3.85 doz.; 
4% ft., $4. 15 doz.; plain, "4 ft., $2. 50 
doz.; 4% ft., $2.85 doz. 

Garden Hoe Handies.—XX, 4% ft., 
$3.20 doz.; X, 4% ft., $2.20 doz. 

Garden Rake Handies.—XX, 5% ft., 
$4.80 doz.; 5% ft., $3.05; 6 ft., $4. 00. 

Shovel Handies.—Regular Pattern, 
XxX, 4% ft., $6.10 doz.; X, 4% ft., 
$3.50 doz. ; mi oye best grade, 
$7.00 doz.; X, $5.50 doz. 

Spade Handles.—D ver best 
a $6.80 doz.; X, $5.25 doz. 

HANDLES, TOOL.—Factories com- 


plain of timber supplies affected by the 


flood condition. 
We quote from jobbers’ stocks, 

f.o.b. Chicago: 
Axe WHandles.—No. 1 hickory, $4 


$3 doz.; second growth 


doz.; No. 2, 
finest selected sec- 


hickory, $5 doz.; 
ond growth hickory, $6.50 doz. 

Hatchet and Hammer Handies.— 
No. 1, 90c. doz.; finest second growth 
hickory, $1.80 doz. 


HINGES.—A good volume of business 
is being placed and prices are very firm. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Heavy strap hinges 
in bundles, 4-in., 88c.; 5-in., $1.16; 
6-in., $1.28; 8-in., $2.05; 10-in., $3.45 
per doz. pair; extra heavy T hinges, 


in bundles, 4-in., $1.21; 5-in., $1.49; 
6-in., $1.53; 8-in., $2.49: 10-in., $3.71 
per doz. 


ICE CREAM FREEZERS.—Sales are 
showing some increase as the season 
advances but are still somewhat behind 
last year. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: White Mountain, 1 
qt., $4.80 list; , $5.60 list; 3 qt., 
$6.75 list; 4 qt., $8.25 list; 6 qt., 
$10.45 list: 8 qt., $13.40 list; 10 qt., 
$17.90 list; 12 qt., $21.50 list; 15 qt., 
$25.60 list; 20 qt., $33.20 list; 25 qt., 
$42.60 list; Arctic, 1 qt., $4 list; 2 qt., 
$4.60 list; 3 qt., $5.45 list; 4 qt., $6. 80 
list; 6 qt., $8.60 list; 8 qt., $11.10 list. 
All the above less 50 per cent 


count. Alaska, 1 qt., $2.05 list; 2 qt., 
$3.45 list; 3 qt., $4.10 list; 4 at., 

list; 6 t., $6.30 list; 8 qt., $8.20 list; 
10 qt., $10.75 list; 12 at., $14 list; 15 


_ $17 list; 20 qt., $21. 50 list. A dis- 
=~ of 20 and 10 per cent on all 
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NAILS.—Sales are fairly active and 
prices are being well maintained. 
We quote from jobbers’ stocks, 
f.o.b. Chicago: Common wire and 


cement-coated nails, quantity orders, 
$2.95 per keg base. 


PAINTS AND OILS.—Linseed oil and 
turpentine prices ease off slightly. 
Sales are good. 
We quote 
f.o.b. Chicago: 
Linseed Oil.—Raw, barrel lots, 90c. 
per gal.; 5 barrel lots, 87c. per gal. 
Linseed Oil.—Boiled, barrel lots, 
a per gal.; 5 barrel lots, 96c. per 
gal. 


from jobbers’ stocks, 


Denatured Aicohol.—Barrel lots, 
52c. per gal.; steel drums extra $6, 
returnable. 

Turpentine.—Drum lots, 70c. per 
100 Ib., not. 

White Lead.—500-lb. lots, $13.75 
per 100 lb. net; 100-lb. lots $14; 50- 
lb. lots, $7.25; 25-lb. lots, $3.65; 12%- 
lb. lots, $1.85. 

Shellac.—(4 4 -lb. outs). white, $2.60 
per gal.; orange, $2.30 per gal. 


English Venetian “<i —In barrels, 


$3.50 to $6.75 per 100 Ib. 
eld Paste.—Barrel lots, 7%c. per 
PREPARED ROOFING.—Sales are 


very heavy due to the very rainy spring 
season. Prices are firm. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Best grade slate sur- 
faced prepared roofing, $2.50 er 
square; best grade talc surfaced, $2.65 
per square; medium talc surfaced, 
$2 per square; light tale surfaced, 
$1.20 per square; red rosin sheath- 
ing, $57 per ton. 


PYREX WARE.—A new iced tea set 
has been added to the line and is prov- 
ing popular. 


We quote from Jobbérs’ stocks, 
f.o.b. Chicago: 
Bread Pans.—No. 212, $7.20 doz.; 


No. 214, $12 doz. 
New Handled Casseroles.—Round, 


Oval, 
doz.: Shallow Oval, 
No. 643, $14 doz. 
Pie Plates.—No. 208, $6 per doz.; 
No. 209, $7.20 per doz. 
Tea Pots.—2 cup, $21 doz.; 
$24 doz.: 6 cup, $28 doz. 
Utility Pans.—No. 231, $8 doz.; 
232, $14 doz. 
iced Tea Sets.—$6 per set. 


ROLLER SKATES.—Warmer weather 
will cause a lessened demand. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Union boys’, $1.40 
pair; Union girls’, $1.50 pair; Chicago 
boys’, $1.30 pair; Chicago girls’, $1.40 
pair; rubber-tired skates, boys’, $2.65 
pair; rubber-tired skates, girls’, $2.75 
pair. 


No. 642, $12 doz. : 


4 cup, 
No. 


ROPE.—Prices are firm and sales are 
very satisfactory. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: No. 1 manila, standard 
brand, 23c. to 25%c. per Ib.; No. 2 





above prices. Acme, 2 qt., galv., $8 
per doz.; 2 qt., enamel, 10 per doz.; 
4 qt., enamel, $18 per doz. Above 
prices are net. 

LAWN MOWERS.—Sales are good. 

and sg running ahead of last year. 

quote from jobbers’ stocks, 

cache Chicago: 16-in., ball bearing, 
5-knife, ll-in. wheels, $12.35 each; 
16-in., ball-bearing, 4-knife, 10%-in. 
wheels, $10 each; a in., plain bear- 
ing, 4-knife, 101%4- in. wheels, $8.65 
each; 16-in., ball bearing, 4-knife, 
9-in. wheels, $7.85 each; 16-in., plain 
bearing, 4- knife, 9-in. w heels, $7.35 
each; 16-in. ball bearing, 4-knife 
8-in. wheels, $8 each; 16-in., plain 
‘ie 3-knife, 8-in. wheels, $5.85 
each. 
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No. 1 
No. 2 


sisal, 
sisal, 


manila, 22¢c. per Ib.; 
14%c. to 16c. per Ib.; 
13%c. to 15c. per Ib. 


SASH CORD.—There is a good volume 
of orders being placed and prices are 
very firm. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: No. 7, standard 
brands, $7.65 per doz. hanks; No. 


8, $8.75 per doz. hanks. 


SASH PULLEYS.—There is a _ good 
steady demand and prices are firm. 
We quote from jobbers’ stocks, 
f.o.b. Chicago: Common sash pulleys, 
50c. doz.; barrels, 54c. doz. Common- 
sense, 2 in., 60c. doz.; barrels, 54c. 


doz.; No. 110, 46c. doz.; barrels, 42c. 
doz. 
SCREEN DOORS AND WINDOW 


SCREENS.—There is an active sea- 
sonal demand and prices are _ un- 
changed. 

We quote from jobbers’ stocks, 
f.o.b. Chicago: Screen doors, No. 266, 
2-8 x 6-8, $18.15 doz.; No. 296, 2-8 x 
6-8, $22.50 doz.; No. 311, 2-8 x 6-8, 
$27.20 doz. Window screens, No. 
1833, $4.05 doz.; No. 2433, $4.75 doz. 


SCREWS.—While the demand is better 
than normal prices are somewhat un- 
settled. 

We quote from jobbers’ stocks, 
f.o.b. Chicago: Flat head bright 
screws, 75-20-10-10 per cent; round 
head blued, 72%4-20-10-10 per cent; 
flat head brass, 72%-20-10-10 per 
cent; round head brass, 70-10-10-10 
per cent. 


SOLDER AND BABBITT.—Sales are 
fairly active. Not much recent change 
in prices. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Warranted 50-30 
solder, $42.50 per 100 lb.; medium, 


45-55 solder, $41.50 per 100 Ib.; tin- 
ners’ 40-60 solder, $40.50 per 100 Ib.; 
high speed babbitt metal, $20 per 100 
lb.; standard No. 4 babbitt metal, $13 
per .100 Ib. 


STEEL SHEETS.—Sales are satisfac- 
tory and prices are well maintained. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: 28-gage galvanized 
sheets, $5.30 per 100 lb.; 28-gage black 
sheets, $4.20 per 100 Ib. 


WIRE PRODUCTS.—Prices are firm, 
with concessions only on very large 
orders. Sales are good. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: No. 8 black annealed 
wire, $2.95 per 100 lb.; No. 9 galvan- 
ized plain wire, $3.40 per 100 Ib.; 
catch weight spool galvanized cattle 
or hog wire, $3.65 per cwt.; 80 rod 
spool of galvanized hog wire, $3.18 
per spool. Polished fence staples, 
$3.40 per 100 Ib. 


WRENCHES.—Sales are very satis- 
factory and prices are firm. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Agricultural wrenches, 
60-10 per cent discount. Coes 
wrenches, 40-10 per cent discount; 
engineers’ wrenches, 50-10 per cent 
discount off new iist; Stillson 
wrenches, 70 per cent discount; 
Trimo, 65-10 per cent discount. 

Snap-on Wrenches. — Radio and 
electrical sets in metal cases, $2.75; 
No. 101 Master Service Set, $13.75; 
No. 202 Heavy Duty Set, $8.80; No. 
404 Flexible Socket Set, $7.50; No. 
608 Crankcase Drain Plug Socket, 
$3.20; No. 90 Square Socket Set. 
$3.70; No. 1817 Giant “Snap-on” with 
extra heavy duty ratchet, $27.35. All 
Snap-on Wrenches less 33% _ per 
cent discount. 
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June Business, Prices Firm 


(Cincinnati office of HARDWARE AGE) 


June by Cincinnati hardware jobbers showed a substantial 


[isu volume of business transacted during the first half of 


improvement over that in the corresponding period in May. 
Both seasonal and staple items have been moving at an accelerated 
pace and the outlook for good sales during the remainder of the 


month is favorable. 


An excess of rain in this part of the country has had a varying 


effect upon hardware goods. 


unprecedented demand for lawn mowers. 


It has been responsible for an almost 


On the other hand, many 


products, such as paint, glass, lawn hose and lawn sprinklers, have 
suffered from the lack of interest on the part of the buying public. 

Prices of most commodities are firm and unchanged. Linseed 
oil has advanced 2 cents a gallon, while screws are showing a ten- 


dency toward weakness. 


The fall and winter schedule on game 


traps and denatured alcohol has been announced. The price of the 
latter is 16 cents a gallon higher than a year ago. 

Builders’ hardware sales have been heavier than last year, but a 
slight recession has set in with the result that business in June is 
expected to register a decrease from that of June, 1926. 


Reports from the retail trade are not entirely favorable. 


Some 


merchants state that sales have been below normal since June 1, 
the cold weather probably having acted as a deterrent. 


AUTOMOBILE ACCESSORIES.— 
Sales in the past two weeks have 
shown a decided improvement, orders 
for tires being particularly good. Busi- 
ness compares favorably with that in 
the corresponding period of 1926. 
Irices are unchanged. 

We quote from Cincinnati jobbers’ 
stocks: 

Luggage Carriers. — Light weight, 
65c. each; 60c. in lots of $10; heavy 
weight, 80c. each; 75c. in lots of 10. 

High Lustre Automobile Polish.— 
14-pt. size, $4 per doz.; 1-pt. size, 
$8 per doz.; 1-qt., size, $12 per doz. 

Ford Replacement Springs.—7-leaf 
front spring, $1.25 each; 8-leaf front 
spring, $1.45 each; 9-leaf front spring, 
$1.95 each; 9-leaf rear spring, $4.55 
each; 10-leaf rear spring, $4.90 each. 


AUTOMOBILE ACCESSORIES.— 
Tires and Tubes: 


We quote from Cincinnati jobbers’ 
stocks: 


Tires 30x 3% 29 x 4.40 
Cheap grade ......... $6.10 Ay 
Medium grade ........ 6.75 $7.55 
“i 7 wings eiewibne 8.75 9.65 

Tubes: 
Ce OD wees cece 1.05 1.40 
Medium grade ........ 1.25 ats aha 
a Se wenkesecres 1.45 1.85 


BOLTS AND NUTS.—Demand con- 
tinues at a fair rate, but no change 
of consequence has been made so far 
as prices are concerned. 


We quote from Cincinnati jobbers’ 
stocks: 

Cut-thread carriage and machine 
bolts, 60 per cent off list; rolled- 
thread carriage and machine bolts, 
60 and 10 per cent off list; stove bolts 
80 per cent off list; square, hexagon 
and tap nuts, 60 per cent off list. 


BUILDERS’ HARDWARE.—In the 
first five months of 1927 sales have 
exceeded those in the same period last 
year. It is expected, however, that 








business this month will drop off some- 
what, and activities since June 1 indi- 
cate a mild recession. The prices set 
up several weeks ago are holding up 
well and there probably will be no 
alteration of quotations in the near 
future. 


We quote from Cincinnati jobbers’ 
stocks: 

Sash Weights.—Sash Weights, $1.75. 

Inside Sets.—Square bevel inside 
sets in case lots, $5.75 per doz. 


CROQUET SETS.—Orders are coming 
in at a better rate, although the cool 


weather has not been conducive to the 


retail sale of this item. 

We quote from Cincinnati jobbers’ 
stocks: No. 5, four-ball set, $1.50; No. 
10, six-ball set, $1.85; No. A, eight- 
hall set, $2.15; No. 3, eight-ball set, 
$4.20; No. 1, eight-ball set, $3.15. 

CAMP STOVES.—Retailers are amply 
stocked to meet the requirements of 
their customers, and the season is ex- 
pected to be equal to that of 1926. 

We quote from Cincinnati jobbers’ 
stocks: 

Coleman No. 2, $8.50 each; Coleman 
No. 9, $6.25 each. 

DENATURED ALCOHOL.—Announce- 
ment of the new prices for next fall 
and winter has been made by local 
jobbers. The quotations are l6c. a 
gallon higher than the opening price 
last year. Some executives in the 
trade believe that the schedule will be 
materially advanced later. The list of 
quotations is given below: 

We quote from Cincinnati jobbers’ 
stocks: 

Denatured alcohol in 52-gal. drums, 
54c. per gal.; in lots of three drums, 
53c. per gal.; in 10-gal lots, 76c. per 


gal.; in gallon cans, 77c. per gal. A 
charge of $6 for each drum is made, 








but this amount will be rebated when 
the empty drum is returned. 

Ivo radiator glycerine, $2.25 per gal. 
for 55-gal. drums: $2.30 per gal. for 
30-gal drums; $2.45 per gal. for 3-gall 
cans. 


GALVANIZED SPRINKLERS.—Sales 
have been of fair volume, but a better- 
ment is anticipated before the end of 
the month. Prices are firm. 


We quote from Cincinnati jobbers’ 
stocks: 4-qt. sprinkling pots, $5.50 
per doz.; 6-qt., sprinkling pots, $6 per 
doz.; 8-qt., sprinkling pots, $7.10 per 
doz.; 10-qt. sprinkling pots, $8 per 
doz.; 12-qt. sprinkling pots, $9.50 per 
Yi 16-qt. sprinkling pots, $11.75 per 

Oz. 


GAME TRAPS.—Manufacturers have 
announced prices which will apply on 
game traps throughout the remainder 
of the year. 


We quote from Cincinnati jobbers’ 


stocks: 
Two-Trigger game trap, $5 per 
doz., 15 doz. ner barrel; Single Grip 


No. 1, $1.88 per doz., 35 doz. per bar- 
rel; Single Grip No. 2, $3.35 per doz.. 
18 doz. per barrel; Single Grip No. 
3, $5.50 per doz.; 15 doz. per barrel; 
Single Grip No. 4, $6.70 per doz., 10 
doz. per barrel. 


GLASS.—The market has been quiet 
because of the wet weather, which has 
retarded activities considerably. A 
pickup is expected as soon as a period 
of favorable weather appears. 


HOSE ATTACHMENTS.—Sales have 
been fairly good, but here again wet 
weather has had an adverse effect upon 
business. 

We quote from Cincinnati jobbers’ 


stocks: 
Diamond nozzles, $3.60 a doz.; Pet 
Gem nozzles, 


nozzles, $4.90 a doz.; 
$5.50 a doz. 


ICE CREAM FREEZERS.—Orders 
have increased somewhat, but have not 
mounted as yet to appreciable heights. 
Prices are, firm. 

We quote from Cincinnati jobbers’ 


stocks: 

White Mountain.—1-qt., $2.43 each; 
2-qt., $2.83 each; 3-qt., $3.38 each; 
4-qt., $4.13 each; 6-qt., $5.23 each; 


8-qt., $6.75 each. 


Arctic.—l-qt., $2 each; 2-qt., $2.30 
each; 3-qt., oF 30 each; 4-qt., $3.40 
each; 6-qt., $4.30 each; 8-qt., $5.55 
each. 

Peerless.—1-qt., $2.95 each; 2-qt., 


$3.45 each; 3-qt., $4.10 each; 4-qt., $5 
each; 6-qt., $6.30 each; 8-qt., $8.20 
each. On all sizes of Peerless a dis- 
count of 25 and 10 per cent applies 
on the above prices. 


LAWN MOWERS.—tThe present sea- 
son is one of the best in many years, 
and local jobbers have been successful 
in moving a large amount of stock. 


LAWN HOSE.—Activities have been 
slower than usual in getting under 
way, because of unfavorable weather. 
Dealers are well stocked to meet cur- 
rent needs. 


We quote from Cincinnati jobbers’ 
stocks: 

Leader Hose.—'%-in., $7.75 per 100 
ft.; Red Dandy, %-in., $11.50 per 100 
ft.; molded hose, %-in., on reels, 
$10.50 per 100 ft. 


LAWN SWINGS.~Jobbers are ship- 
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ping liberal quantities of this item to 
the retail trade. Prices are steady. 
We quote from Cincinnati jobbers’ 
stocks: 
Standard lawn swings, $7.75 each; 
extra heavy lawn swene, $9.50 each. 
P AIN T:—Unfavorable weather has 
acted as a deterrent to paint sales. 
Linseed oil is up 2c. a gallon, but other- 
wise prices are unchanged. 
We quote from Cincinnati jobbers’ 


stocks: 

Ready mixed house paints, $2.75 
per gal.; linseed oil in single barrels, 
89c. per gal.; turpentine in two-bar- 
rel lots, 68c. per gal.; white and red 


lead in 500-lb kegs, 14%c. per Ib., 


less 10 per cent. 
POULTRY NETTING.—There has been 
no change of consequence in the past 
two weeks. Demand holds up fairly 
well and prices are firm. 


We quote from Cincinnati jobbers’ 
stocks: 
Poultry netting galvanized after, 


Prices are steady. 
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ROOFING MATERIAL.—Business has 
been only fair, and little change is an- 
ticipated in the immediage future. 


We quote from Cincinnati jobbers’ 
stocks: 

Roofing Paper. — Light standard, 
$1.05; medium standard, $1.30; heavy 
standard, $1.55; light Holdfast, $1.35; 
medium Holfast, $1.60; heavy Hold- 
fast, $1.90: K red and green slate 
surface, $2.10. 

Roofing Coating.—Coal tar, refined, 
in barrel lots, 25c. per ie in half 
barrel lots, 28c. per ga coal tar, 
crude, in barrel lots, 24c. per gal.; in 
half barrel lots. 27e. per gal. 


Roofing Cement. —Liberty ee & 1 


lb. 12c.; in 5 Ib. cans, 914 

in 10 Ib. cans, 9c. per Ib. in 25 Ib. 
cans, 8c. per _iIb. Certain-teed 
cement, 36 lb. to the case, $4.25 per 
case; in 5 Ib, cans, 12 cans to the 
box, 8%c. per Ib.; in 10 Ib cans, 6 
cans to the box, 7c. per Ib. 


SCREEN DOORS AND WINDOW 
SCREENS.—While most retailers have 
sufficient stock to carry them com- 
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quotations are on the size 2-ft. 10- 
in. x 6-ft. 10-in. 
Window Screens.—No. 1833, $3.85 
per doz.; No. 1833 galvanized, $4 per 
doz. ; No. 2433 $4.50 per doz.; No. 
2433 galvanized, $4.75 per doz.; No. 
3037, $6.20 per doz.; No. 3037 gal- 
vanized, $6.55 per doz.; No. 18 steel 
screens, $4.85 per doz.; No. 24A steel 
screens, $6.15 per doz.: No. 30, $7.65 
per doz.; No. 30-A, $8.50 per doz. 


We quote from Cincinnati jobbers’ 
stocks: 2-gal. cooler, $1.80 each; 3- 
gal. cooler, $2.05 each: 4-gal. cooler, 
$2.40 each; 6-gal. cooler, $2.90 each; 
8-gal. cooler, $3.90 each; 10-gal. 
cooler, $5 each; Twentieth Century 
cooler with bottle, No. 50 in mahog- 
any finish, $10.80 each; Twentieth 
Century cooler with bottle and stand, 
No. in mahogany finish, $13. 75 
each; Twentieth Century cooler with 
bottle, No. 50 in white finish, $11.25 
each; Twentieth Century cooler with 
bottle and stand, No. 500 in white 
finish, $14.50 each. 


1927 


COOLERS.—Business has 
been somewhat below expectations, but 
a decided improvement is looked for 
before the end of the month. 








50 and 10 per cent off list; poultry 
netting galvanized before, 60 per cent 
off list. 
ROPE.—Activities in this line are quiet 
at. the moment. Retailers have enough 


fortably through the current season, 
jobbers are obtaining a number of 
orders specifying quick delivery. 

—_ quote from Cincinnati jobbers’ 








stoek.to supply their needs for the stocks 
present. Screen Doors.—No. 241, $17.60 per 
‘ , ’ doz.; No. 281, $18.65 per doz.; No. 314, 
ae from Cincinnati jobbers $25 per doz.: No. 855, $84 per dos. 
Manila rope, 23c. per Ib.; sisal rope, No. 315, $31.40 per doz.; No. 315 gal- 
14c. per Ib. vanized, $32 per doz. All of the above 


WIRE CLOTH.—Sales have continued 
in fair volume, and prices are firm and 
unchanged. 


Pa sb quote from Cincinnati jobbers’ 
stoc 

Black cloth, $1.70 per 100 sq. ft.; 
12-mesh galvanized, $2 per 100 sq. 
ft.; 14-mesh galvanized, $2.40 per 100 
sq. ft.: bronze in 100-ft. rolls, $5.50 
per 100 sq. ft.; bronze in 50-ft. rolls, 
$5.55 per 100 sq. ft. 





Retail Sales Are Larger and Jobbers 


Also Say Business Is on the Increase 


(Boston Office of HARDWARE AGE) 
EPORTS obtained the past week in the hardware trade were 
R encouraging so far as the volume of business is concerned. 
Retailers are enjoying a larger sale of merchandise, and the 
shelf hardware business is naturally on the increase. As might 
be expected, public buying is very largely of seasonable goods, such 
as lawn accessories, farming tools, screens, screen doors, wire cloth, 
poultry supplies, roofing material, etc., but the old standard lines of 
hardware also are selling remarkably well for this time of, the year. 
It is evident that more people are doing the odd jobs about the house 
than was the case a year and two years ago. It is one of the 
economical strains one sees throughout New England. Retail lines 
other than the hardware also are more encouraging, which gives 
the general merchandising situation a decidedly more cheerful ap- 
pearance. 

Not everybody is making as much money as the volume of retail 
sales might suggest, however. The large retail stores are actively 
competing with jobbing houses for business at least on goods they 
buy direct. Competition of this sort means just one thing and that 
is that prices are whittled down to a point where profit evaporates 
entirely. The small retail dealer is not participating in this com- 
petition, but, of course, is meeting it through the drug store and 
other shops, but is, nevertheless, better off in the matter of legiti- 
mate profit than the big retailer who is stepping a little outside his 
field. It is a condition that will be studied more closely than ever by 
the hardware trade within the next few months. The advance 
guard of summer visitors has arrived in New England and the 
average retail dealer is hep to that fact; is making a bid for the 
visitors’ business; and in a great many cases getting it. Summer 
visitors usually are good spenders. 
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BARROWS.—More garden barrows are 
being sold by jobbers than is usually 
the case at this time of the year. It is 
evident that many retail dealers, in 
placing their initial orders, bought too 
sparingly. 


We quote from Boston jobbers’ 
stocks: 


Barrows.—Garden, standard, No. 4, 
wood wheel, $5.75 each net; No. 4, 
steel wheel, $5.50; No. 5, wood wheel, 
$6.25; No. 5, steel wheel, 


BICYCLES AND _  TIRES.—Bicycles 
have by no means lost their popular- 
ity with young Americans even though 
we are living in the age of automobiles 
and flying machines. Jobbers are of 
the opinion that more bikes are taken 
by retail dealers serving the country 
trade than by those doing business in 
cities. 

We quote 

stocks: 


from Boston jobbers” 


Bicycles.—Men’s, 20 in., $30.50 each 
net; 22 in., $30.50; arched bar, $31.25; 
motor bike type with double bar, 
Women’s, 20 in., $32.75; boys’ 
18 in., $29. 

Tires.—Guaranteed, lots of 25 pair, 
$2.75 per pair net; Thornproof lots of 
25 pair, $3.40 per ‘pair. 


BITS.—Although there is nothing spec- 
tacular in the movement, there is a 
steady flow of bits and other carpenter 
tools out of retail and jobbing stores. 
from Boston jobbers’ 


Auser Bits.—Electric 10-16ths, $6.25 
per doz. net; 11-16ths, $6.60. Carpen- 


ters, 8-16ths, $5.30; 9-16ths, $5.75; 
10-16ths, $6.25; 12-16ths, $7. 10. ets, 
32% quarters, in boxes, $7.40 the set, 


in canvas rolls, $7.50. 
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“Golden Rod” Bronze is made of 
90% copper and 10% alloy. Its 
rich gold color rapidly turns a 
dark antique finish from weather 
exposure. 
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Jhe Last Wor 


n Screen Clot 


VALUES 


Long ‘Life 
Great Strength 
Will Not Rust 
Does Not Corrode 
No Bulging or Sagging 
Unexcelled Beauty 





These are the features that stamp 
GOLDEN ROD Bronze Wire Screen 
Cloth as the last word in screen cloth 
values. 


If your customers have a preference 
for antique finish, we recommend 


ORIENTAL Antique Bronze. 


We also manufacture VULCAN 
Black Painted; APEX Electro-Zinc- 
Coated; NEPTUNE Bright Galvan- 
ized; CRESCENT Bright Copper; 
COLONIAL Antique Copper. 


Distributed by Jobbers 


If your jobber cannot supply you, 
write us and we will give you the 
name of one who will. 


JOHN M. HART COMPANY 


Manager of sales for 


HANOVER WIRE CLOTH CO. 


General Sales Office: Factory: 
Old Colony Building, Hanover, Pa. 
Chicago, Ill. 























70 


BOLTS AND NUTS.—The hardware 
trade is getting used to the surcharge 
of 10 per cent on less than case lots 
of a size of bolts, and one hears less 
fault-finding. Competition between the 
large retail stores and jobbers for busi- 
ness is very keen in Boston, and some 


business has been placed recently at | 


prices that represent no profit. 


We quote from Boston jobbers’ 
stocks: 

Boits.—In full packages, machine, 
50 and 5 per cent discount; common 
carriage, 50 and per cent; coach 
screws, 50 and 5 per cent; Eagle car- 
riage, 50 per cent; counter-sunk 


Eagle, 40 per cent; counter-sunk ma- 
chine, 25 per cent. In less than full 
packages, add 25 per cent. 


Nuts.—In full packages, semi-fin- 


ished, U.S.S. and S.A.E., 25 per cent 
discount; castellated, S.A.E., 25 per 
cent. In less than full packages, 


add 25 per cent. 
BUILDERS’ HARDW ARE.—New Eng- 
land collectively is enjoying a fairly 
broad construction program, and a lot 
of builders’ hardware is consumed 
weekly. According to the trade, users 
of this class of merchandising are 
more discriminating as to quality and 
price than noted in several years. 
quote from Boston jobbers’ 

Lock Sets.—Inside, No. 731, $4.75 
per doz. net; front door sets, No. 
1124RY4, $5.25 each, No. 122S2, 
No. 7122E2, steel bit key, $1.25, 
0122, bronze, $2.25; vestibule sets, No. 
71221%E4, $1. 10 each net; bath room 


sets, nickel finish, No. 0221E1, $8 per 
doz. net. 


CLAM DIGGERS.—Normal! sized or- 
ders for clam diggers continue to be 
booked by jobbers. Numerous instances 
are cited where retail dealers have re- 
ordered once, twice and three times 
during the past month. 


stocks: 


We quote from Boston jobbers’ 
stocks 

Clam Diggers.—Six tine, 26-in. 
handle, $14.10 per doz, net; six tine, 
extra ‘heavy, 26-in. handle, $18.90; 
Ipswich pattern, four tine, riveted, 
$12.56. 


CLIPPERS.—The recent warm weather 
speeded up retail sales of toilet clip- 
pers somewhat and jobbers are getting 
a little more business than heretofore. 
There is no real pep in business, how- 
ever. 
We 
stocks: 
Clippers.—Toilet, Plymouth, No. 0, 
$1 each net; No. 00, $1.60: Mayflowers, 


No. 0, $1.10; No. 00, $1.25: American 
yentleman, No. 00, $2; No. 000, 


quote from Boston jobbers’ 


Brown & Sharpe narrow plate and 
other kinds carried by jobbers, $4.50 
— lis® discount, 25 and 15 per 
cen 

a Clippers. —No. 169, $2.60 each 
net; No. 179, $1.40. Horse clipping 
machines, No. 1, ball bearing, $14 
each list: discount, 33% per cent. 

Sheep- Shearing Machines. — Ball 
bearing, No. $24 each list: dis- 
count, 33% per cent. 


CLOCKS.—People who have or are 
about to open summer homes are buy- 
ing clocks, and there is also a some- 
what better call from those remaining 
in the cities. In fact, the clock busi- 
ness is quite good for this time of the 


year. 

We quote from Boston jobbers’ 
stocks: 

Clocks.—Weestclox line, Ben Hur, 
plain dial, $2.50 each list. In lots of 
less than 12, $1.75 net; in lots of 12, 
$1.70: in lots of 24, $1.65. Luminous 


In lots of less 
in lots of 12, 


dial, $3.50 each net. 
than 12, $2.46 each net: 
$2.38; in lots of 24, $2.32. 


DRYERS.—With the washing problem 
more serious than ever owing to the 
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scarcity and high cost of maids, more 
and more people send their things to 
the wet wash. That means the clothes 
have to be dried when returned by the 
laundry, consequently there is a steady 
sale of dryers by the hardware trade. 


We quote from Boston jobbers’ 
stocks: 

Dryers.—Clothes, No. 1, $6.90 each 
net; —_ 2, $6.25, 


| FLOATS.—Floats, for use at beaches, 


are beginning to attract the retail 
hardware dealers. Last year some re- 
tail stores did a whale of a business 
in floats and are planning to repeat 
this season. 
We quote 
stocks: 
Floats.— Torpedo large, No. 15, $10 
per doz. net: Junior, No. 14, $8. 
FLY SWATTERS.—Belated buying of 
fly swatters is reported by the jobbing 
houses. There are still retailers who 
have not recovered their requirements 
owing to weather conditions. 


from Boston jobbers’ 


We quote from Boston jobbers’ 
stocks: 

Fiy Swatters.—Velvet, $6 per gross 
net; Orile, $7.50. 


FRUIT PICKERS.—<According to the 
latest Government crop estimates, the 
New England fruit outlook is not par- 
ticularly encouraging, yet the retail 
trade has bought its usual quota of 
fruit pickers and new orders are com- 
ing to jobbers each day. 

We quote from Boston jobbers’ 

stocks: 
Fruit Pickers.—Peerless, No. 299, 


without wire-wound socket, $5.50 per 
doz. net: Perfect, No. 327, $5.50. 


HAYING TOOLS.—While it is to be 
expected that buying of haying tools 
at this time is not as heavy as it was 
a month or so ago, business is sur- 
prisingly good, according to jobbers. 
They say it is quite evident that the 
retail carryover last season was small. 


We quote from Boston jobbers’ 
stocks: 
Scythes.—Little Giant, 28 to 32-in., 





and 30 to 34-in., 
Clover Leaf, $13.50; bramble, 
brush, $16.50. 


$16 per doz. net.; 
$16.50; 


Scythe Stones. — Round English, 
$2.25 per doz. net; Star, $1.35: West 
End red, $1.10; Green Mountain, $9 


Black Diamond, No. 1, $15; 
“ 1, $1.70 per doz.; Car- 
188, $1.95; No. 190, $1.95; 


per gross; 
Chocolate, 
bonate, No. 


No. 191, $2. 

Snaths. —Ash, $14.50 per doz. net; 
cherry, $16.75; brush, $16. 

Forks.—Three-type, No. 34, 12-in., 
$10.08 per doz. net; No. 34%, 12-in., 
$10.44; No. 133%, i3- sins $10.44; No. 
133%, 13-in., $10.80; No. 134, 13-in., 
$10.92: No. 135, 13-in., $11. 76; No. 136, 
13-in., $13.92; No. 123%, 14-in., 
$11.04; No. ide. 14-in., $11.52; No. 
144%, 14-in., $11.88. 


LAMPS.—Public buying of gasoline 
lamps for summer use is on the in- 
crease. Numerous retail dealers, who 
believed they have enough lamps to 
carry them through the summer, have 
been obliged to reorder. 
We 
stocks: 
Lamps.—Gasoline, table, opal shade, 
$6.25 each net: tan tinted, $7; green 
tinted, $7; antique gold, 9.25. 
Shades.—Suitable for opal shade, 


$8 per doz. net; suitable for tinted 
shades, in half dozen lots, $17 per 


$15 


quote from Boston jobbers’ 


OZ. 

Cases.—Supply case of parts, 
each net. 

Lanterns. Coleman iine, 
LQ327, $5.25 each net: No. L427. $6. 
Poultry house, No. E20, $7.50 each 
net. 


SANDPAPER, ETC.—Although a small 
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item with most retail dealers, atten- 
tion is called to sandpaper sales over 
the counter, the common report being 
“excellent.” 


We quote from Boston jobbers’ 
stocks: 

Sandpaper.—lIn lots of less than five 
reams, 35 per cent discount; in lots 
of five reams, 40 per cent discount. 

Emery Cloth.—In lots of less than 
five reams, 5 per cent discount; in 
lots of five reams, 10 per cent. 

Flint Paper.—Federal, in lots of 
less than half a ream, 40 per cent 
discount; in lots of half reams, 40 
and 10 per cent discount; larger lots, 
50 per cent discount. 


SASH CORD.—There apparently is 
just as much sash cord being sold this 
year as in former years. The recent 
strength of the raw cotton market in- 
dicates no lower prices for sash cord 
for some time, and realizing this fact, 
quite a few retail dealers are ordering 
in larger quantities than heretofore. 


We quote from Boston jobbers’ 
stocks: 

Sash Cord.—Samson, Nos. 8, 9 and 
10, 62c. a lb.; No. 7, 63c. Acme, Nos. 
8, 9, 10 and 12, 41c.; No. 7, 4 42c.; No. 
6, 44c.: Berkeley, No. 8, 30c.; No. a 

Cc. 


SCREWS.—tThe average retail dealer 
is keeping a well-balanced stock of 
good screws. He is having a good call 
for such stock, consequently is con- 
stantly in the jobbing market for mer- 
chandise. The screw situation as a 
whole seems brighter than it has at 
any previous time this year. 
We quote from Boston jobbers’ 
stocks: 
Wood Screws.—Flat head bright, 
75, 20 10, and 10 per cent discount: 
flat head blued, 75, 20, 10 and 10 per 
cent discount add 5: round head 
blued, 72, 20, 10 and 10 per cent dis- 
count: flat head brass, 72%, 20, 10 and 
10 per cent discount: round head 
brass, 70, 20, 10 and 10 per cent dis- 
count; nickel plated on iron, 65, 20, 
10 and 10 per cent discount; flat head 
galvanized, 60, 20, 10 and 10 per cent 
discount; flat head brass plated, 62%, 
20, 10 and 10 per oa discount; flat 
head bronze, 67%, 20, 10 and 10 per 
cent discount: round ee" bronze, 65, 
20, 10 and 10 per cent discount; an- 
tique copper p'ated, 47%, 20, 10 and 
10 per cent discount. 


SNOWSHOES AND SKUS.—Of the 
various things the jobber is trying to 
get the retail dealer to buy in advance 
for next fall and winter sale, about the 
only ones in which sufficient interest 
is shown to bring out an order are 
snowshoes and skiis. Some of the re- 
tail trade had difficulty in securing 
goods last season and evidently do not 
intend to get caught short again late 
in 1927. 


We from Boston jobbers’ 
stocks: 

Snow Shoes.—Oxford, 12 x 46 in., 
$7.30 a pair net: 12 x 48 in., $7.30. 
Ladies, 11 x 42 in.. $6.50. 


quote 


Skiis.—Oxford, / ft., $2.40 a pair 
net; 5% a $2.95; 6 ft., $3.65; 6% ft., 
+ 15; Fa ; 7% ft., e* s ft., 

‘Pin 70c.; 4% 90c. 
$1. 10: um ‘ft., $1.40; 6 , $1. 60: 
Fra i $1.90; 7 ft., $2.30 

Tubs line, yellow pine, 4 ft., 65c. 
per set net; 5 ft., $1.05; 6 ft., $1.50; 
6% ft., io) 1. grain pine, 4 
ft., 75c.; $1.30; “Se 
ft., $2. PF “4 ft., $1. Son va. Hi 
6 ft., $2.65; ie ft., $3.10: ? ft $3.50: 
7% ft., $4: 8 ft., $4.50. dge grain 
ash, 5 ft., $2. 0; 6 ft., $3.50; 6% ft., 
$4; " _ $4. 75; ft., $5.50; 8 ft., $6. 
Professional <¥y 6 ft., $3.35; 4 ft., 
$3.85; , $4. 50; 7% ft. $5.25; 8 ft., 
$5.75. 

Poles.—Tubbs line, bamboo, 90c. 
each net; ash, 62c.; boys’, $4.50 a doz. 
Oxford, rattan washer, 5 ft., 54c.: 


each net; 4% ft., wood washer, 30c. 
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with FOLDER-WAY 
rooms do double duty 











FoldeR-Way illustrated here is 
- 3 particularly suitable for doors of 
™ Ye A ol ee medium weight. Doors are car- 
pts 2 en ey Bp ried by ball-bearing hanger run- 
, ning in overhead track. 


Shown below are doors opened 
and closed. Note how they fold 
out of the way. 




















N 


yy hee property values up and rising, 

practical men hesitate to set aside val- 
uable space for occasional use. And there 
is no need. 


FoldeR-Way partition door hardware is 
the economical and convenient solution of 
the problem. With doors closed, rooms re- 
main separate units; open and folded out 
of the way, a single, spacious room that 
quickly meets emergency needs. 


FoldeR-Way is ideal doorway equip- 
ment for hotels, churches, auditoriums, 
gymnasiums or lodge halls. Noiseless, easy- 
operating doors that do not sag or rattle or 
stick —just like folding up an entire wall. 


Richards-Wilcox doorway engineers will 
be glad to serve you. 




























Upper view 
shows how doors 
fold to both sides 
of opening, convert- 
ing several small 
rooms into one. 





New york: - - AURORA,ILLINOIS,U.S.A. ~~ - chicago 


Boston Philadelphia Cleveland Cincinnati Indianapolis St. Louis New Orleans Des Moines 
Minneapolis Kansas City Los Angeles San Francisco Omaha Seattle Detroit 


Montreal - RICHARDS -WILCOX CANADIAN CO., LTD., LONDON, ONT, + Winnipeg 


LARGEST AND MOST COMPLETE LINE OF DOOR HARDWARE MADE 
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N . Y. Collections Are Improving Consistent Sales in N. Y. for 
Garden Equipment, Etc. 


Report Wholesale Distributors New York jobbers report a consistent 


GC ] D d I M sale of garden equipment and other 
strictly spring lines. Prices have been 
enera eman 5 oderate firm, and local stocks are apparently 


adequate. 






















OLLECTIONS are improving in the Metropolitan wholesale hard- 
ware market. Practically all local distributors report better Than Pe HE YORK: _ 
collections. Demands for staple and seasonal lines are moderate 


at the present time. The holidays due to the celebration of Colonel Garden Hoes 


Black finish 7 in. steel blade, solid 


Lindbergh’s return affected general retail business to some extent. shank, 1% ot ash handle, 49c. each. 
; ; . . * sas Same wit n. ade, bronze finish, 
py ae a little less buying during the activities. 80%. each: and with 7 in. Giede. 
] ‘ ? ; M ronze nisn, c, eacn., 
uilding is active and employment generally seems satisfactory. The pe Re Riny Ege 
sale of garden equipment has developed fairly well, but has not yet eg Pegg solid shank, 4 ft. handle, 
reached the expected June volume. A continuation of warm weather Meadow hoes, forged steel blade, 19 
hould h : . . ; gage, polished and bronzed socket 
shou elp the sale of this line. Prices are firm. shank, 4% ft. handle, 91%c. each. 


Nursery hoes, forged steel blade, 
polished and bronzed solid shank, 
4% ft. handle (ash), 7 in. blade, 80c. 




























































in the New York wholesale hardware 
market. Local stocks are considered 
satisfactory and prices continue firm. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. NEW YORK: 

Alaska Freezers. —l qt., $2.95 each; 
2 qt., $3.45 each; 3 qt., $4.10 each; 
4 qt., $5 each; 6 qt., $6. 30 each; 8 qt., 
$8.20 each; 10 . $10. 75 each; 12 qt., 
$14 each; 15 qt. $17 each, and 20 qt., 
$21.50 each. These are list prices 
which are subject to a dealer's dis- 
count of 20 and 10 per cent. 

Ice Cream Cte White Moun- 
tain, 2 qt., $5.65; 4 , $8.25; 6 aqt., 
$10.45, and 8 qt., $13. $0" each. These 
are list prices ‘and are subject to 
dealers’ discount of 50 per cent. 

Auto Vacuum $e% No. 1, $3.33; 
No. $4.00; No. 3, $5.33, and No. 4, 
$6.67 “each. These ‘are net prices. 

Arctic Freezers, qt., $4.00; 2 qt., 
$4.60; 3 qt., $5.55; 4 qt.. $6.80; 6 qt., 
$8.60; 8 qt., $11. 10; 10 qt., $14.80; 
12 at., $16. 65, and 15 qt., $23.30 each. 
These are list prices subject to deal- 
ers’ discount of 50 per cent. 

Acme Freezers, No. 1, 2 qt., rogith- 
galvanized, tapered, $8. 00 per dozen; 
No. g & at., enameled, og oe 
tapered, $10. 00 per dozen; No. 3, 4 at., 
enameled, $18.00 per dozen, and No. 
4, pint size, Junior enameled, $4.80 
per dozen. "These are net prices. 

Everybody’s Freezers, No. 01, 1 pt., 
$4.00; No. ‘ et, $5.50: No. 2, 2 at., 
$7.00; No. 3, $8.00, and No. 4, 
4 qt., $9.00. ‘ail ball enameled. These 
are list prices subject to dealers’ 
discount of 33% per cent. 


Higher Prices Announced on 
. Some Sash Cords 


New York jobbers announce an ad- 
vance of two cents on some grades and 
brands of sash cord. Demand is 
moderate. Local stocks are ample. 


JOBBERS’ QUOTATIONS ae RE- 
TAILERS, F.0O.B. NEW YOR 


Sash cord, Samson spot a9 8, 70c. 
to 72c.; Aetna No. 8, 27c., and Phoe- 
nix Aq 8, 35c. to 36c. 

No. 7 is le, higher and No. 6 is 3c. 
higher on all brands. 


Battery Demand Is Active; 
N. Y. Prices Continue Firm 


An active demand continues for dry 
cell batteries in the New York market. 
The call for radio B batteries is par- 
ticularly good with most distributors. 
Prices are firm throughout this section. 








units of 5, $2.44 each; No. 772 (ver- 
tical type), $2.62 each: in units of 5, 
$2.44 each: heavy duty vertical type, 
No. 770, $3.40 each; in units of 
$3.17 each. Layerbilt, No, 486, $3. 59 
each, units of five, $3.33 each. 


Moderate Demand Is _ Re- 
ported on Staple Hardware 
Lines 


Jobbers report a moderate demand 
for staple lines such as bolts and nuts, 
nails and screws. New York whole- 
sale stocks are ample, and prices 
throughout this section are uniform. 


JOBBERS’ nai Aha hy a TO RE- 
TAILERS, F.O.B. NEW YOR 


Bolts and Monty 


Carriage bolts, % by 6 and smaller, 
50 and 10 off list. Larger, 50 per cent 
off list. 

Machine bolts, % by 6 and smaller. 
50 off list—larger to 1 by 30, 45 per 
cent off list. 1% to 1%, 30 off list. 

Coach screws, ™% by 6 and smaller, 
50 and 10 off list. Larger, 50 off list. 

Step bolts, 50 per cent off list. 


Screws 


- 


Screws. fiat head, bright iron, 75- 
290-10-10-10-10 
Round head, blued, 7214-20-10-10- 


10- — 
und head, iron, nickel plated, 
65- O 10-10-10-10. 
Flat head galvanized, 60-20-10-10- 
10-10 
Flat head, brass, 72% -20-10-10-10- 


Round head. brass, 70-20-10-10-10- 
10 


These discounts apply to standard 
screw lists. In package lots an extra 
10 is allowed. 


N. Y. Prices Reported Firm 
on Steel Butts 


Prices are reported as being much 
firmer on steel butts. The demand in 
the New York market is moderate. 
Local wholesale stocks are satisfactory. 
Prices to dealers on 3% by 3%, 21 
cents a pair and in case lots 17 cents 
per pair. There is some_ shading 
rumored on quantity orders, but in the 
main these prices hold. 
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each. 
ire CURRENT PRICES TO RETAIL- Onion hoe, square top, polished 
anne ee ares ee a forged steel blade, 7x 1% in., bronze 
m4 “ ry cells Oo , ignition ype, nis andle Cc Oo c 
New York Prices Firm s2ige: No.’ Tit, same type, 35 t4e. a. 
° ' A each Garden hoes are packed 12 in a 
Demand for ice cream freezers is fair B batteries, No. 767, $2.62 each; in bundle. 


Warren type hoes, 95c. to $1.13 
each. Stuffle type hoes, 89c,. each. 


Hay Forks 


Strapped ferrules, selected ash han- 
dles, bronzed and polished, 3 oval 12 
in. drop forged tines with 5 ft. bent 
handle, $1.13% each, and with 6 ft. 
bent handle, $1.37 each. 

Hay forks are packed 12 in a 
bundle. 

Five per cent discount off all prices 
on spring goods in bundle lots. 


Sprinklers 


Sprinklers, Anaconda, $1.05 each; 
Zenith, 85c. each; Ring, 56c. each; 
Rainking, $2.33 each; Giant Rainking, 
$8.33: and Rainbow, $1.35 each. 


; Manure Forks 

Strapped ferrules, oval drop forged 
tines, selected D ash handle, 4-12 
in, tines, bronze finish, $1.53% each. 
Same, 5-12% in. tines, $1.86% each. 

Strapped ferrules, steel capped 
drop forged oval tines, polished and 
bronzed with 4 ft. ash handles, 4-12 
in, tines, $1.34 each. Same with 5-13 
in. tines, $1.52 each. 

Heavy mill or street forks, strapped 
ferrules, bronze finish, wood D han- 
dies. with 4 oval 15 in. heavy tines, 
$2.20 each. All of these manure forks 
are packed 6 in a bundle. 


Garden Hose, Etc. 


Molded, 1 ply, 50-ft. lengths, 10%c. 
per ft.; same, 2 ply, 10%c. per ft.; 
molded smooth, 2 ply. 10%c. per ft., 
and wrapped, 5 ply. 9%c. per ft. In 
95-ft. lenghts each grade is ‘ec. 
higher per foot. 

Hose couplings. Sherman brass, 
$1.30 per dozen; perfect, $2.00 per 
dozen. 

Hose menders, Cooper, 75c. per 
dozen: perfect clinch, 75e. per dozen. 


Scythes 


Grass scythes. $19.25 per dozen. 
Rush sevthes, $15.00 to $17.20 per 
dozen: Weed scythes, $15.00 to $17.20 
per dozen: English riveted back, $21 
per dozen; hay knives, $16.50 per 
dozen. 

Seythe snaths, grass, $15.20 per 
dozen, and bush, $17.25 per dozen. 


Hose Nozzles 


Rainking, $12 per dozen; Diamond, 
$4.10 per dozen; Gem, $6.70 per dozen; 
Peoria, 35c. each. 


Potato Hooks 


Solid steel, goose neck, black and 
gold finish, 4% ft. handle, 5 round 
tines, $1.01 each. Same, with bent 
head, polished and bronze finish, 4 
angular back tines, 94%c. each. 

These are packed 12 in a bundle, 
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know good tools 
—that’s why I sell 
Maydole Hammers” 


“My best customers are the men who appreciate fine 
tools. That’s why I can’t afford to sell any but the 
best—Maydole Hammers, for instance. 








Every carpenter, every machinist, every real tool 
lover thinks more of my judgment and the quality 
of my goods when he asks for a hammer and I hand 
him a Maydole. They know there isn’t a finer, better 
balanced, stronger hammer made, nor one that gives 
them as much real value for their money. 


Believe me, it pays to sell Maydole Hammers and 


ee let people know you sell ’em.” 






If your stock of Maydole Hammers is not complete, get in 
touch with your jobber. He has a complete range of 
styles and weights and standard assortments. 


Write us for catalog and free copy of our Pocket Hand- 
book 23 “C” containing much useful information. 


Ma HAMM { ole 


Harmers 


The David Maydole Hammer Co..Norwich,NY 


The machinist 941 
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South Dakota Crop Prospects Best in 
Twenty Years, Says Twin Cities Report 


(Minneapolis Office of HARDWARE AGB) 


ONTINUED reports of good crop conditions are coming in 
from all over the territory tributary to the Twin Cities. From 
South Dakota come reports that crop prospects are the best 


they have been for twenty years. 
The only crop that appears to be slow at 


good reports to offer. 


Other States have almost as 


the present time is corn, and there has been no warm weather and 
sunshine to start germination and growth in many parts of the 


territory. 


Continued cool and cloudy weather has hindered trade in many 
lines, some of them reporting a smaller volume of business than for 


a like period a year ago. 


But despite this fact, it is believed that 


the business for the year will show gains as soon as it really starts. 
There is a firm belief in the outcome of general business for the 


year. 


AUTOMOBILE TIRES.—Demand is 
fairly good, with stocks ready for the 
tourist season. Prices are steady as 


quoted. 
We quote from iobbers’ stocks, 
f.o.b. Twin Cities: Mansfield tires, 30 


x 3% Liberty cord, $6.60; heavy duty 
ae $8.75; 32 x 4 Liberty cord, 

Heavy duty over-size, $14.50: 
so weed tire, 29 x 4.40, $9.65; 30 x 
5.25, $15.95; heavy duty, 32 x 6.20, 

$26.75; tan tubes, 30 x 3%, $1.70: 32 
x 4, $2.60; 34 x 4%, $3.25; 
tire tubes, gray, 27 x 4.40, $1.90; 29 x 
4.40, $2. 95: 30 x 5.25, $2.70; 32 x 6, 
$3.20: 32 x 6.20, $3.70 each, net. 

AXES.—Sales are normal for this time 
of the year. Stocks are ample, with 
prices unchanged. 

We quote from jobbers’ 
f.o.b. Twin Cities: 
weight axes at $16 per dozen and 
double bit base weight at $21.50; 
Plumb’s Dreadnaught unhandled sin- 
gle bit, $14.50; double bit, $19.50; 


handled, single bit, $19.50; double bit. 
$21.25 doz. net. 


BOLTS.—Call for bolts is steady, with 
no particular interest from any line 
of trade. Prices have not changed. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Carriage bolts at 
60 per cent; machine bolts at 60 per 
cent; stove bolts at 75 per cent: and 
—— screws at 60 per cent from new 

st 


BRADS.—Sales are fair, with stocks 
well filled. Prices are unchanged. 


We qvote from jobbers’ stocks, 
f.o.b. Twin Cities: Wire brads in 25- 
lb. boxes at 75 per cent from lists. 


BUILDING PAPER.—Demand is 
steady, though somewhat lighter than 
had been expected at the beginning of 
the building season. Prices show no 


stocks, 
Single bit base 


changes. 
We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Red rozin sized 
sheathing paper in all weights, 20 


to 49 Ilb., at $2.75 cwt., 
at $3.10 cwt., net. 


CHURNS.—Sales are fairly good, with 
stocks well filled. Prices have not 


and tarred felt 


changed. 
We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Barrel type churns 


at 33% per cent from lists. 
EAVES TROUGH, CONDUCTOR PIPE 
AND ELBOWS.—Trade in this line is 
fair, with ample stocks from which to 
Building is progressing at a 


draw. 











Fair rate, and repair work is well un- 
der way. Prices are steady as quoted. 
We quote from jobbers’ stocks, 
f.o.b. Twin Cities: 28 ga., slip joint, 
single head, 5-in. eaves trough, $5.50 
; 28 ga., 3-in. conductor 
ft., and 3-in. con- 
ductor elbows,, $1.73 per doz., net. 


FIELD FENCE.—Demand is steady 
and fairly good. Prices are unchanged 
from last quotation. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: 10 ga. top and bot- 
tom, 13 ga. intermediate, 6-in. stay, 
26-in., $27.93; 32-in., $32.40; 39-in., 
$37.28 per 100 rods, net. 

FILES.—Sales are showing a fair vol- 
ume. Stocks are well assorted, with 
prices firm. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Best grade files at 
50 per cent and second grade files at 
60 per cent from lists. 


GALVANIZED WARE.—Demand is 
good for garbage cans and pails. 
Stocks are in good condition and prices 
unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: ag Ne No. 
galvanized tubs at $7.25; No. 2, $8.00; 
No. 3, $9.25; poary an No. 1, $12.60; 
No. 3, $13.80; No. 3, $15; Standard 

ils, "'S0. 55; 12- -qt., $2.90; 14- 
.25; stock pails, 16- -qt., $5, and 
18-at., $5.50 per doz. net 


GLASS AND PUTTY.—The spring de- 
mand is well under way. Dealers are 
keeping their stock assortments up, 
buying as needed. Prices show no 
changes. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Minnesota prices, 
single strength glass, 84 per cent; 
double strength glass, 85 per cent, 
and strictly pure putty in 650-Ib. 
drums at $4.85 cwt. net. 


HAMMERS AND HATCHETS.—Deal- 
ers are well stocked, and sales are in 
fair volume. Prices have not changed. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Maydole No. %, 
nail hammers, $12.60; Plumb, 

; Plumb, No. HF145, 


$16. 
ling No. 2, $12.50; Claw, No. ‘2, $13.75 


doz., net. 
HOSE.—Sales are still slow, as there 
has been little real need of lawn hose. 
Dealers are ready for heavier sales, 
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which will develop with warmer 
weather. Prices have not changed. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Bull Dog, % in., 
7-ply, 13%c. ft.; Competition, % in., 
3-ply, Ph ft. Good Luck, % in., 6- 
Bin 10c. ft.; Blectric double braid, 

m 50-ft. lengths coupled, 146. 


cE CREAM FREEZERS.—Demand 
continues light, with stocks well filled. 
Prices are steady and show no signs of 
changes. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: White Mountain 
4-qt. freezers at $4.13 and 8-qt., at 
$6.75 each, net. 


LAMPS AND LANTERNS.—Sales are 
steady and in proportion to the season. 
Stocks are well filled, with prices un- 


changed. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Long or short 
globe tubular lanters, No. 2, $13 
doz.; No. L327 Co leman lanterns, 
$5.25; No. L427, $6; No. C329 lamps, 
$6.25; No. C318, $7; No. C317, $7.40 


each net. 
LAWN MOWERS.—Demand is mount- 
ing with the advance of the season. 
Stocks are well filled and prices firm. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Philadelphia Styles 
A and C 45 ver cent: Style K, 40 per 
cent; Riverside ball-bearing, 14 in., 
$7.90; 16-in., $8.15, and 18-in., $8.45 
each net. 

MILK CANS.—Demand is growing, 
with stocks well filled. Dairying is 
increasing over the entire Northwest 
as a regular branch of farming. Prices 
on cans show no changes. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Railroad 5 gallon 
milk cans, $2.65; wide neck, 8-gal., 
$3.20; wide neck, 10-gal, $3.30 each, 
net. 

NAILS.—Call for nails is proportion- 
ate with the amount of building. In 
the larger cities construction work is 
going forward very rapidly, with a fair 
volume in progress over the entire dis- 
trict. Dealers specializing in finishing 
hardware report more business in pros- 
pect than last year. Stocks of nails 
are being kept up according to the de- 
mand. Prices are unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Standard wire 
nails, at $3.10 per keg, base, and ce- 
ment coated wire nails in 100-Ib. kegs 
at $3.10 per keg, base, net. 


OIL HEATERS.—With the continued 
cool weather, and with the lake season 
at hand, sales of oil heaters are good. 
Prices are firm as quoted. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Nesco Perfect oil 
heaters, No. 12, $5.50; No. 1 7.00; 
No. 016, $8.25; No. 0190, $1 ; No. 
151, $7.50; No. 0161, $8.75; No. 0191, 
$11.00; No. 505 Giant, $11.25; No. 605, 
$12.75, each, with discount in quanti- 
ties less than ten, 30 per cent; ten or 
more 30-5 per cent. 


PAINTS AND WHITE LEAD—Vol- 
ume of sales for outside finishes is in- 
creasing. Stocks are being kept well 
assorted, with frequent orders for this 
purpose. Prices have not changed. 
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As quality is always a first consideration 
with us we know that the metal used in 
our rivets is absolutely “right” to start 
with. This is also true of the fabrication 
of the metal into the finished product. As 
proof of these statements we invite a com- 
parative test of the driving and setting 
qualities of our rivets with those of other 


make. 
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We quote from jobbers’ stocks, 
f.o.b. Twin Cities: First grade house 
paint at $2.80 per gal. in 1 gal cans, 
and white lead in 100 Ib. containers 
at $12.64 cwt., net. 


PLANTERS.—Corn and potato plant- 
ers are selling well. There is a good 
demand for hand planters, due to ne- 
cessity of hand planting because of 
wet ground, in some cases, and re- 
planting. Stocks are well filled, with 
prices showing no changes. 
We quote from jobbers’ stocks, 
f.o.b. Twin Cities. Acme corn plant- 


ers, or Acme potato planters at 
$9. ES doz., net. 


POULTRY NETTING.—Demand for 
netting is good, with stocks ample. 
Prices have not changed. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Hexagon mesh 
ay netting at 60 per cent from 
sts. 


PUMPS.—Call for water supplies is 
steady and fairly good. Prices are firm 
as quoted. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Deming No. 440, 
plain spout windmill force, pumps, 
6-in. stroke, $6.85: adjustable stroke, 
$7.50: No. 495 underground discharge 
windmill force, adjustable’ stroke, 
$14.35; No. 415, $14.65: No. 103 hand 
lift, 6-in. stroke, $14.25; No. 182 hand 
lift, 6-in. stroke, 6-ft., set length, 
$5.25 each, net. 

REGISTERS.—Call 


for registers is 


fair, with stocks well filled. Prices 
have not changed. 
We quote from jobbers’ stocks, 


f.o.b. Twin Cities: Cast iron registers, 
20 per cent, and wrought steel regis- 
ters, 40 per cent from lists. 
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SASH CORD AND WEIGHTS.—Trade 
in this line shows the result of build- 
ing activities. Stocks are ample, with 
prices firm. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Best grade sash 
cord, 61c. Ib., second grade, 3lic. Ib., 
and cast iron sash weights, $2.10 
cwt., net. 

SCREEN DOORS AND WINDOWS.— 
Demand is gradually increasing as the 
usual horde of insects manifest them- 
selves. Stocks are well filled, with 


prices firm. 

We quote from jobbers’ res 
f.o.b. Twin Cities: Common 2-8 6-8 
screen doors, $1.58; and fancy 2- 8 x 
6-8 screen doors, $1.97 each: Sher- 
wood adjustable 24-in. window 
screens, $6.20; and Wabash extension 
24-in. screens, $5.00 per doz., net. 


SNATHS.—Demand is fair, with stocks 
ample. Prices have not changed. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Scythe snaths at 
$13.20 doz., and bush snaths at $16.00 
per dozen, net. 

STEEL SHEETS.—Building operations 
have improved sales in this line. Stocks 
are well filled, with prices unchanged. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Galvanized steel 
sheets at $4.90 cwt. base (24 ga.), and 
a . on sheets at $3.95 cwt., base 
( ga. 


TIN.—As with sheets, tin is selling 


better than earlier in the _ season. 
Prices are steady. 
We quote from jobbers’ stocks, 


f.o.b. Twin Cities: Furnace coke ICL 
20 x 28, $14.50 box, and IC, 20 x 28, 
8-Ib. coating roofing tin, $15,75 box, 
net. 
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WHEELBARROWS. — Call for con- 
struction wheelbarrows is fairly good, 
and sales of garden barrows shows 
some improvement. Stocks are ample, 
with prices firm. 


We quote from jobbers’ 
f.o.b. Twin Cities: Queen y 
bolted barrel type tray wheelbarrows, 
$40.00 doz.; Meteor, fully bolted, 
$36.50 doz.; No. 2 tubular, $7.33 
each; No. 10 Gopher, $4.00 each, and 
— 1G American garden, $6.25 each, 
net. 


WIRE.—Fence wire has been selling 
fairly well, with a good demand for 
other kinds. Stocks are well filled, 
with prices unchanged. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Galvanized catt] 
wire, $3.09 per 80-rod spool; gal- 
vanized hog at $3.30 per 80-rod spool; 
special galvanized hog (14 ga.), 132. 4 
per 80-rod vel 8 smooth black iron 


wire, No. 9, $3.10 cwt., and smooth 
galvanized wire, $3.55 for No. 9, net. 


WIRE CLOTH.—Demand is steadily 
growing, with stocks in good condition. 
Prices are firm as last quoted. 
We quote from jobbers’ stocks, 
f.0.b. Twin Cities: Black painted wire 
cloth, 12 x 12 mesh, $1.70 and alumi- 


num, 12 x 12 mesh, $2.10 per 100 ft., 
net base. 


stocks, 
ull 


® 





3 


WRENCHES.—Sales are fair, with 
prices unchanged. 
We quote from jobbers’ stocks. 
f.o.b. Twin Cities: Agricultural 


wrenches, 60-10 per cent; key model 
wrenches, 45 per cent; engineers’ 
wrenches, 50-10 per cent and: Trimo 
pipe wrenches, 65 per cent from list. 
Bemis & Call, long sleeve nut, 10-in., 
$1.70; 12-in., $2.05; 15-in., $2.75 each 
net 





Verified Retail Store News Notes 


Carstens-Zempe!l Co. 
ness in wman, N. D., 


has succeeded the retail hardware busi- 
conducted by Carl 


E. Norton. Hoboken, N. J., 


Eichner’s, Inc., will move very soon from 216 Washington Street, 
to 227 Washington Street in the same city. This 





Smith Hardware Co., of which Augustus H. Smith is the owner, 
has moved to 41 W. Bridge St., Oswego, N. Y., from 152 W. First 
St. in that City. 


Lynchburg Hardware Co., Lynchburg, Ohio, has bought out the 
hardware business of John A. Kesler in that place. 

John Sullivan Hardware Co., Payne, Ohio, has taken over the 
business of Klein Hardware Co., located at 1318 Calhoun St., Fort 
Wayne, Ind. 

Service Harware & Supply Co., 20 S. Erie St., Massillon, Ohio, 
is now conducting the business of the former Massillon Hardware 
& Auto Supply Co. 

Redmond Hardware Co. has recently been incorporated and is 
conducting a retail business in Redmond, Ore. 

Jamestown Hardware Co., 120 W. 3rd St., Jamestown, N. Y., is 
going out of business and the closing sale is now in progress. 

Kennett Hardware Co. has recently been established in the 
Kennett Bldg., Dayton, Ohio, for the transaction of both a retail 
and wholesale business. 

Eddy Hardware Co. is the new name for the wholesale busi- 
ness formerly known as Jewell Hardware Co., in Bradford, Iowa. 

Oscar Cohen has recently opened a retail hardware store at 
84-06 Parsons Boulevard, Jamaica, L. 

City Hardware and Furniture Co., 315 Chestnut Street, Virginia, 
Minn., has taken over the retail hendware business of Lofback 
& Frasa Hardware & Furniture Co. of that place. 

S & K Hardware Co., located at Sixth and Market Streets, 
Louisville, Ky., is reducing stock with hopes of selling stock and 
fixtures as an established hardware store. 

Stevenson’s Hardware has succeeded Warren Hardware Co., at 
2312 West Fiftieth Street, Minneapolis, Minn. 

S. D. Tilin will move from 306 Ditmas Avenue to 323 Ditmas 
Avenue, Brooklyn, N. Y., very shortly, where he will continue 
to conduct a retail hardware business. 

Falk Hardware Co. has taken over the business of Falk Bros. 
Hardware Co. in Monticello, Minn. 

The Grove Hardware Store has opened for the conducting of 
a retail business at 4443 Cottage Grove Avenue, Chicago, Il. 

Bohn-lsenburg ores Co. has succeeded the Bohn Hard- 
ware Co. of Bara 

M. J. Roy & Sons Is the new name for the firm ig is con- 
tinuing the business of M. Roy in Harman, 


John C. Baur, who was for twenty years at 1315 South State 
Street, Syracuse, N. 
in that city. 


Y., has moved to 1925 South Saline Street 
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is the oldest store in the city of Hoboken, so the owners claim, 
and it is the first move in 72 years. 

Knotts Hardware of Garden City, S. 
retail business of J. E. Kiplinger. 

Newland’s Hardware Store of 4863 Huntington Drive, Los An- 
geles, Cal., has taken over the business formerly run by Fred 
D. Howard. 

Cleveland-Wright Co. has been established at Sweetwater, 
Tenn., as a retail and wholesale house. Mr. Cleveland, who was 
formerly connected with the firm, has bought an interest in it. 

Ford Hardware Store has been established on West Main Street, 
Maud, Okla. R. I. Hines is the manager. 

Morgan-Nesbitt Hardware Co. succeeds the Harter-Milar Hard- 
ware Co. in Akron, Ohio. 

Cc. E. Johns, formerly of Nutley, N. J., has succeeded the retail 
hardware store of L. T. Hammersley in Covina, Cal. 

Allison Bros. have succeeded the business of Denny & Allison 
in Hickory, Pa. 

Albert E. Stevens, 1810 Welsh Road, Philadelphia, Pa., 
taken over the retail hardware business ‘of Mullin & Stevens. 

L. E. Knutson of Hannah, N. D., is now conducting the busi- 
ness formerly owned by A. W. Cavers. 


D., has succeeded the 


has 


B. L. Walker of 247 Belmont Street, Belmont. Mass., has 
succeeded the retail hardware business of W. A. Coleman. 
Berman Bros., 1741 W. North Avenue, Baltimore. Md., have 


succeeded the business of Lighthiser Hardware Co. of that place. 

Puritan Livernois Hardware has recently been established at 
4121 Puritan Avenue, Detroit, Mich. 

ty. &. Sheets Hardware Co. of 418 Twentieth Street, Hunting- 
ton. Va., has taken over the business formerly conducted by 
Sheets & Reed. 

McNutt Hardware Co. has succeeded the Stewart Hardware 
Co. in Mullens, W. Va. 

Kuether Hardware Co. has taken over the business of the 
Freund-Kuether Co., in the retail hardware business at West 
Allis, Wis. 

Wm. Chapman & Son has succeeded the retail hardware busi- 
ness of E. A. Chapman & Bro. in South Wayne, Wis. 

Harry Petty has recently opened a hardware store on E. Main 
St., Siloam Springs, Ark. 

Deppen Hardware of 3340 Telegraph Avenue, Oakland, Cal., 
is now conducting the business formerly owned by Geo. K. 
Aitken. 
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T. M, Reg. U.S, Pat. Off, 


to retail at 


HE new small-size *PYREX Cus- 
tard Cup is proving doubly valuable 
to dealers. 


Housewives who have used other 
PYREX dishes are delighted to find 
this attractive new dish in their favorite 
ovenware. It is just the right size for 
custards or any baked desserts. 

And women who have always wanted 
to “try”? PYREX oven- 
ware can now do so at 
an extremely low price. 
Once they have learned 


PYREX Gift Set 
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customers in sets of 6 


KX dish 


on at te 10° 


how clean and decorative the custard 
cups are, they will want other PYREX 
dishes. This opens a new market for 
your whole PYREX ovenware Iine. 


PYREX ovenware is especially popu- 
lar with housewives during the warm 
weather. Foods can be prepared in 
advance and served cold in the same 
dish. 

A trim display is now 
ready for mailing. Order 
now and display promi- 
nently all summer. 


PYREX Household Set 





CORNING GLASS WORKS 


PYREX Sales Division 
Corning, New York, U. S. A. 


*Trade-mark Reg. U.S. Pat. Off. 


Sold in bulk packing— 144 cups toa 
shipping case. Offer them to your 
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Pittsburgh Reports Retail Trade 
(,ood—Jobbers Behind Last Year 


(Pittsburgh Office of HARDWARE AGE) 
ETAIL hardware trade in this district is fairly good, but a 
similar account of business is not given by the jobbers, who 
are not finding it quite as good as at this time last year and 
their record of sales for the year to date is a little behind the same 
period last year. It may appear to be something of an anomaly 
that one branch of the business is doing better than the other in 
view of the recognized fact that retailers are buying closer to their 
actual needs than formerly and as they sell they must replenish, 
but it cannot yet be said that the tendency of manufacturers to sell 
direct to retailers instead of through jobbers has not yet been ar- 
rested and the jobbers continue to lose some business they formerly 
handled. The past week has brought out no important price 
changes, but seemingly the makers of bolts and nuts intend to 
hold to the price list dated April 1 last and to make no change in 
the discounts. Rivet makers have announced a base price of $3 
per 100 lb. on large rivets to non-contracting buyers, but have en- 
tered more or less third quarter contract business at $2.75. Good 
demand is noted for paint and painting materials, and there has 
not yet been much falling off in the call for screen wire goods. The 
selling season on garden tools is about over. Collections still are 
slow in this area. 





BATTERIES.—Steady and practically | is only moderately active in this area, 
unvarying demand is noted for radio | where there seems to be a goodly 
batteries, and there is a fair call for | amount of large building work, but not 


flashlight batteries. Jobbers quote: as much house building, which, after 
Broken —— Unit" all is said, is the kind of construction 
eet sli , aa a” that helps the jobber and retailer. The 
No. 486 _.......)) "3's 3.33 strike of the bricklayers has been set- 
_ coe seeerresens a “al tled, the men getting 60c. per day ad- 
— —— le 130 vance, but the work week remains at 
ase. vee ebesecawes +s or five and a half days. The men wanted 
— a. Cl 2°47 a five-day week, which would have put 
my theneciwere <= ieee Saturday on the overtime rate. Job- 
main ae ee ee tip, plated, dull brass 
I Flachtight. ae ease. 9%c. each: and antique copper, less than case 
No. 950, 9\4c.: No. 790. iKe.: No. lots, 3 in. x 3 = $17 per 100 pair; 
705, 28c.; No. 750, mc. No. 751, 25c. re] . x 3% hg "$17.50: 4 in, x 4 in., 
1661, $02.37. Pore VAS; Be. Hinges.—Heavy strap, 6-in., $1.47 


BOLTS, NUTS AND RIVETS.—Bolt | retrst iyo ime 82475, 1Ocin. $4.14; 


and nut manufacturers apparently are S-in., $3.18; 10-in., $4.48; light strap, 
with screws, packed one pair in a 


not paying much attention to the pro- box, 3-in., $9.27 per 100 pair; 4 in., 
tests of jobbers on some features of ~i oa Ray ha -in., $10.67 per 100 
the present price schedule, notably the : Hasps. ee Hinge, without screws, 
extra charge of 10 per cent for broken single dozen lots, 3-in., 64c. per doz.; 
cases. because it & the th 4% in., 76c.; 6-in., $1; safety, 3-in., 

ses, m™ ppears to be e 97c, per doz.; 4%-in., $1.14; 6-in., 
present intention to continue the pres- $1.60. 


ent list and discount without change in ae a le a a, 


on third quarter contracts. Presuma-| CARPET SWEEPERS.—There is the 
bly for the purpose of stimulating con- | same steady demand for sweepers there 


tracting, leading rivet makers have an- | has been for several weeks past. Job- 
nounced a base on large rivets of $3/ pers quote: j 








per 100 Ib. to non-contracting buyers, Bissell’s Grand Rapids, japanned 
while continuing $2.75 as the contract — 6 per ares paeeet-pates aeons 
: Tniversal, ; Standard, $36; 
base. Jobbers report only moderate Junior, $16; Little Gem, $4; Sterling 
activity in these lines. They quote: sweepers, $24 per doz. 
_Bolts.—All styles except stove and GARDEN AND LAWN SUPPLIES.— 
tire bolts, per 100 pieces, 62% per Rath dd d i 
cent off list: stove bolts, 75 and 10 atner £00 emand is noted for hose 
per cent off list; tire bolts, 50 and 10 and sprinklers, but items are rather 
per cent o ist. . 
' Nuts.—All styles, 62% per cent off slow  ¢ 9 as the jobbers are con- 
ist. cerned. ey quote: 
Rivets.—Large, $3.50 base, per 100 x 
pieces; small wagon and _ tinners’ cn eee Ce eek ye aeetty 
rivets, 60 per cent off list. garden rakes, 14-tooth, $9 per dozen; 


BUILDERS’ HARDWARE.—Business | spading forks, $10.80 to $21 per 
Reading matter continued on page 80 


doz.; German hoes, No. 3-0, $7.20 per 
doz.; scythes, $12 to $25 per doz.; 
snaths, $10.50 to $15 per doz. 
Sprinklers.—Ring. $6 per doz.; Rain 
King, $2.35 Sa Pluvius, $1. 15; two 


purpose, $1.3 

Sprinkling Cans t., $6 per doz.; 
6 qt., $6.60; , $7.70; 10 qt., $8.10: 
12 at., $10; 16 12.60. 


Hose.—In 250-ft. reels, % in., ae 
per ft.; % in., 10c.; % in., ll\e.: 
50-ft. lengths, lye. per os Oe on 
Gem spray nozzles, $6 a Zz. 

Hose Reels. mga ay S each; No. 
2, $2.60; Reeleasy, 

Plows. ‘—Geneva, Ne ‘. $5.50 each: 
Leader, No. 2, $3; No. 5, $3; oabeal 
No. 3, 5-tooth cultivator, $3.5 

Mowers. — Plain ae "8 fn. 
wheels, 12 in., $5 each 14 in., $5. as 
ball bearing g, 9 in. wheels, 14 in., 
$7.75; 16 in., $8; supreme ball bear- 
ings, 10 in. wheels, 14 in., $10.75; 16, 
in., $11.25; 18 in., "$12. 

Mower Oil Cans. —Tinned, straight 
or bent spouts, $1 per doz.; copper 
plated straight or bent spouts, $1.50 
per doz 

Rollers. —No. 2 size, $8.50 each; No. 
4, $10; No. 6, $12.50; No. 7, $15. 


SCREEN WIRE GOODS.—There is no 
perceptible decrease in the demand for 
wire cloth or screen doors and win- 
dows. Jobbers quote: 

Wire Cloth.—Black, 12-mesh, $1.75 
per 100 sq. ft.; galvanized, 12-mesh, 
$2.10: bronze, 14-mesh, $5.50. 

Doors.—Walnut stain, 2 ft. 8 in. x 
6 ft. 8 in., % in. x 3 in., $17.40 per 
doz. : natural finish, % in. x 4 in., 
$23. 50, with galvanized cloth $22, sub- 
ject to advances for larger sizes: 
steel bronze-plated wire grilles, $18 
per doz. 

Windows. — Hardwood extension, 
No. 1233, $3.20 per doz.; No. 1533, 
$3.70: No. 1833, $4; No. 2433, $4.75. 

We quote from Pittsburgh jobbers’ 
stocks: 

WIRE ‘PRODUCTS.—Manufacturers of 
woven wire fence have announced fall 
dating, which means 2 per cent dis- 
count on payments made by Nov. 10 
next and % of 1 per cent per month 
for anticipated payments. Jobbers are 
not finding business very brisk in this 
line, and fence wire and nails are slow. 

We quote from Pittsburgh jobbers’ 

stocks: 
Fence Wire 





(Per 100 Ib.) Annealed Galvanized 
No. A to 9 gage...... $3.00 $3.45 
No. Jibealunnedsabaee eee 3.50 
No. + a ey ee 3.10 3.55 
eet eer > 3.65 
Pt cueepiawen (sends 3.25 3.80 
DTP’. . cidhtess eau wwe 3.35 4.00 
PT <a cop ediovns bu 6 4.25 
RE ee rere a ee 3.75 4.45 

Barbed w ay (per 80-rod spool): 
DUS GUERD ncrcecevecccsceagees $2.90 
2-point og ee tbeedeeeseishene 3.1 
NT Pre err res ree 3.35 
S-NGOiMt CRETIS. cc cccccccevscesces 3.10 
2-point cattle (special) .......... 2.20 

Field Ww oven Wire Fence (per 100 
rods): 

BEEEGEE ccvsbbnwcew cs ébeveuce sere $39.00 
SOEESEe. ccaciebeekvee tsb e0ded bees 54.75 
Ey a ee ee ree 27.10 
Dee © ... tkadcd beéweseasbane se ae 
BOR oc CeRate sha ckbddsaeedenss Geet 
Be FF cnc Sune eres suds baeees ste 48.25 

Poultry: 
nh Mn <<. ks weteed eae eeeeevenen $35.60 
en in de hie ot pai tat 43.00 
 k- Pare errr ore eT 48.50 

Steel Fence Posts: 

Galvanized Painted 
tubular formed 

aa 50c. each 
. ears.  s 38c. each 
if ae 65c. each 40c. each 
C2 aes —_ -— 45c. each 


Bright nails, base, per keg, $2.85 
to $2.90. 
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The Per ectly Constructed Flashlight 
\ — The N EW’ 
BRIGHY STAR 


a 7 ~~ what it 
> means to 


Your Profits 


Miiiions of people have been told about Bright 
Star Batteries through our advertising in The 
Saturday Evening Post, Liberty and metropoli- 
tan dailies. And by the hundreds of thousands 
they have gone to the retailers and bought 
these wonderfully long-lived, super-power aids 
to radio reception. 














Now—with the coming of summer and its in- 
crease of outdoor activities—is the time to tell 
you of another important member of the Bright 
Star family—the NEW Bright Star Flashlight. 
Every family in your town is a prospect for 
this new, scientifically built Bright Star Flash- 
light. Read this list of distinctive new features 
—see what they will mean to the camper, 
motorist, yachtsman, Boy Scout, everybody: 


a 


The Folding Loop Hanger, 
by which it can be hung 


in a convenient place for , 


instant use— 


The Double-Acting Shock 
Absorber, which perfectly 
cushions the Mazda lamp 


not in use, assuring longer 
battery life— 


The rugged, durable in- 
terior assembly, assuring 
long, satisfactory service; 
the sheer beauty of design 
that compels admiration— 


Theaccurateconstruction, 








against the shocks of blows 
or falls—the Secure Switch 
Device, which firmly grips 
the operating button when 


denoting the engineering 
skill of masters in flash- 
light craftsmanship— 


By displaying this New Bright Star Flashlight in your 
windows or showcase you will invite sales that cash in 
on the popular interest in all Bright Star products. 
Ask your jobber about the wide range of new models, 
at prices within reach of all. 






BRIGHT STAR BATTERY CO., Inc. 


Makers of the famous Bright Star Radio 
Batteries, Flashlight Batteries, Dry Cells 


HOBOKEN, N. J. 
17 Years Building Quality Products 


San Francisco, Cal. 


Chicago, II. 
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Literary Folks—and Others 


(Continued from page 43) 


than I expected. He had just been decorated by Mayor 
Walker of New York with the New York City Medal 
for Valor. In the crowd one fat, short, old lady wept 
because she could not see him. She told me she had been 
standing on the sidewalk since early in the morning wait- 
ing and now he passed and she had missed him! Life 
is full of its small tragedies! Just because | happened 
to be tall I had a fine view. 
* * » 


This recalls to my memory an interesting statement I 
read in one of the magazines. The editor said: “Noth- 
ing in life 1s too small to be uninteresting. The trouble is 
not with the subject but with the fact that there are so 
many uninteresting writers!” I guess that is true. I 
suppose if I knew how to write, I could tell the story of 
the disappointment of this old lady who came to see 
Lindbergh and make the whole nation weep—but I just 
don’t know how! 

* xx * 

In the hope of becoming a great writer, it has occurred 
to me that it might help if I associated with some great 
writers! I therefore invited Bob Davis, formerly Man- 
aging Editor of Munsey’s Magazine and now a regular 
writer for The Sun, and Charles Francis Coe, who writes 
stories regularly for The Saturday Evening Post, to 
play golf with me. I had never played with them before 
and so I did not suggest any competition on the first 
nine. Coe was a wonderful driver, but he was not accu- 
rate. Davis was very accurate, but he did not > get 
distance. I studied them carefully and decided I would 
take them on for a little bet on the second nine. Davis, 
[ am sure, must have Scotch blood because his game im- 
mediately improved! At the eighteenth hole he had me 
down three. Then we went into the clubhouse and had 
lunch. I ate a minute steak, a lot of asparagus, apple pie 
and ice cream, and drank two cups of coffee. Bob Davis 
ate nothing but vegetables and drank a glass of milk. 
After that we tackled the first nine again. It has been my 
experience that most golf players “blow up” after lunch. 
Bob Davis is otherwise! He put me down six holes on 
the first nine, gave me two bisques on the second and 
set me back three holes more. I owed him for twelve 
holes on both games. After this I am going to keep a 
weather eye open for golf players who are vegetarians 
and drink nothing but milk! 

*k * . 

But the conversation of these two authors was some- 
thing never to be forgotten. Both of them write senti- 
mental stuff. Charles Francis Coe’s love stories make 
charming young damsels bedew their pillows with mid- 
night tears. Oh, how he can wring the heart, increase the 
blood pressure, give one the thrill of expectancy and lay 
the cold, clammy hand of fear upon one’s brow! Yes, 
that is Charles Francis. He wields a wicked pen. Then, 
when I read the poems of Bob Davis’ in The Sun, I 
have dreamed of moonlight nights on still waters. | 
could smell the fragrance of the lotos. My soul was 
wafted away to unknown Oriental climes. Oh, how Bob 
can melt the heart with the strange, weird cadence of his 


lines ! 
* * * 


Therefore imagine my consternation, when Bob 
hooked a drive, to listen to an outburst in a vocabulary 
that would make the angels weep and when Charles 
Francis missed a putt I felt it was my duty to send our 


caddies home for fear that their tender sensibilities 
would be forever blasted by what this sentimental 
writer had to say to his ball! Well, I guess all this is 
logical. Charles remarked when we started that the day 
before he had written eighteen thousand words on his 
typewriter. Now, I suppose if a man must lock himself 
up in a room and write that many words about love stuff, 
nothing is fairer than for him to go out on the links the 
next day and contaminate the purity of the Westchester 
County atmosphere with the forcefulness of his lan- 
guage! 
* * x 
I gave Bob Davis free, gratis, for nothing, the plot for 
a beautiful story. It was the experience of a friend of 
mine in Paris the day the Germans came within an hour 
of the town. It was the day before the Battle of the 
Marne. It was a very pretty piece of sentimentality— 
all about a photograph. I told this story at lunch, and 
Bob, in the most matter-of-fact manner, said: “Why 
don’t you use it? It’s good stuff.” “But I can’t write like 
you,” said I to Bob. “I don’t know enough synonyms 
and my vocabulary is short of adjectives.” “Say,” said 
Bob, “will you give that plot to me?” “Sure!” I replied 
Then he started in to tell how he would serve up that 
story in one column. “Yes,” said Coe, in a calculating 
manner, “that is just one-column dope. It would not do 
for a long story.” So now I am waiting for Bob’s story 
about the photograph, and when it comes out I will re- 
produce it for the benefit of the hardware trade! 
** * xx 
You know, whenever hardware men get together they 
talk shop. Then these literary fellows all write us up as 
being just ordinary business men with nothing but com- 
mercial minds. But say, how different it is when literary 
men get together! Of course they never talk shop—no, 
never. You just ought to hear them! Coe told me that 
Bob Davis did all of his writing at night because he suf- 
fered from insomnia, had been educated in a night school 
and could never get over the habit! 
* * x 
By the way, did you ever happen to go to dinner with 
a lot of actors and actresses? Of course they never talk 
shop! At least, they do not seem to think that devoting 
their entire time and attention to discussing the person- 
alities of the stage is talking shop. The stage is not shop! 
* * * 


Then there is Zoe Akin, one of our St. Louis geniuses, 
whowrote the play “Declassee.” Sinceshe went to England 
and associated with the nobility, she not only has culti- 
vated a broad “A,” but she has a high contempt for com- 
mercialism! She said of me that in artistic circles | am 
a business man, but in business circles I am an artist! 
Of course Zoe never talks about plays! Well, you should 
just hear her and you should hear Ethel Barrymore talk 
shop when she dines at an Italian restaurant on a Sun- 
day night! It has been my experience that all the 
geniuses I have met do not do anything else but eat, 
sleep and talk their jobs—and why not? They are cer- 
tainly more interesting talking about their particular 
line of work than they would be if they attempted fancy 
flights entirely out of their field. 

* * * 

Here in New York we have quite a little colony of St. 

Louis people who have made good in a literary way. 
(Continued on page 86) 
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cAnnouncing 


GENERAL CHROMIUM 
CORPORATION 


( on Corporation has been formed for the purpose of 
consolidating certain valuable basic patents, research 
laboratories, engineering knowledge and facilities for the 
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re process of Chromium plating, known as Duro-Chrome. | 
: Under this management a plant is now in operation in ! 
3 Detroit, Michigan, where complete engineering service, job : 
+3 plating and licensing rights may be obtained on a reasonable, | 
3 commercial basis. | 
3 Among the patents and patent applications controlled by | 
3 the General Chromium Corporation are those owned by | 
3 Electro Metallurgical Company which patents and patent a 
+f applications are the result of several years of intensive | 
i experimentation on chromium plating by Union Carbide & 


Carbon Research Laboratories, Inc. 


4 = ™ te #4 ey = ey » 4 » 


se F Ter Ter Tree Fy ee 
ae 3 ee 


All of the advantages accruing from these combined re- 
sources and exclusive successful chromium plating processes 
are now available to manufacturers throughout the world. 


DIRECTORS 


Frep J. FisHer General Motors Corporation 
F. M. Becket . Union Carbide & Carbon Research Laboratories, Inc. 
BENJAMIN O'SHEA ' . Union Carbide & Carbon Corporation 
A.E. BALpbwIn_—. ; j . General Chromium Corporation 
C. Roy GLEAsON ; Vacuum Can Company 
Horace MAYNARD , , General Chromium Corporation 
Burton O, SMITH : ' , Vacuum Can Company 
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GENERAL CHROMIUM CORPORATION 
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Better than ever—and at a lower price. 
Greatly increased sales that have materially 
reduced production costs have made this 
possible. 

If easy to sell before, they ought almost 
to sell themselves now. And they will if 
you give them half a chance. All the 
chance they need is a position where they 
can be seen. 


Find it for them and see. 


The Everedy Company 
Frederick, Md. 








Models 


c 

2 ; Nos. 100S and 101S, 
with spring handle 
lift, $1.35 and $1.50. 
Nos. 100 and 101, 
without spring 
handle lift, 
$1.25 and 
$1.40. 
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Two Other 


Specialties 


EVEREDY STRAINER SET 
Strains and filters jellies 
and beverages. Fits any 
size kettle or crock. Con- 
sists of Stand, Strainer 
Bag and Filter Bag. Com- 
plete in display carton, 
“ae $1.25. 


EVEREDY SYPHON FILTER 


Filters and syphons at 
same time and does a bet- 
ter job. Consists of me- 
tallic float, filtering cloth 
disc, stretcher ring and 
hose clamp—hose not in- 
cluded. In display carton, 
price $1.00. 
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Some Jersey Dutch Colonial 


Hardware 
(Continued from page 45) 


of more recent date and design, and to the left of that 
a hand made horseshoe pick used to pick ice, stones and 
other matter out of horses’ hoofs, very similar to those 
we use today. Immediately in the center of the photo- 
graph is a very old lock from the André Prison at Tap- 
pan, N. Y., which is only about a mile or more from our 
Piermont, N. Y., yard. Major André, as you will remem- 
ber, was sent up by General Clinton to treat with the 
traitor Benedict Arnold, commandant of West Point, 
with regard to turning over that port to the British. 
André was caught and imprisoned in one of these old 
Dutch houses at Tappan, N. Y., in 1780, where later he 
was hanged on a nearby hill as a British spy. The house 
itself in which he was imprisoned was built about the 
year 1751, so that this historical lock and key goes back 
to that early date. 

Immediately to the left of it is an equally historic. 
pre-revolutionary lock and key from the so-called Von 
Steuben house, which was built in 1751 also by a Dutch 
family called Zabriskie, who later in the revolution 
turned out to be Tories. Their property was confiscated 
and the state of New Jersey gave it to Baron von Steu- 
ben, who was sent to West Point in the spring of 1780 to 
drill the troops for Washington, who at that time antici- 
pated an attack by the British. The Baron was an ac- 
complished officer, a Major General in the American 
army and had seen seven campaigns in the service of 
Frederick the Great of Prussia. He did some mighty 
good work for Washington in drilling the American 
army, and, in recognition of this, the confiscated Za- 
briskie house was presented to him by the state of New 
Jersey. When von Steuben returned to Germany, it was 
purchased and finally got into the hands of the Za- 
briskies again. Just recently the state of New Jersey 
bought the house and will maintain it as an historical 
monument of revolutionary days under the name of 
“The Baron von Steuben House.” So it can be seen that 
these two locks and keys in the center of the photograph 
are perhaps as richly surrounded by historical and revo- 
lutionary glamor and glory as any colonial hardware in 
the country. 

The ‘next photograph is full of revolutionary interest 
also. Reading from left to right, the first object is a hand 
wrought iron bell clapper which rang the young ladies 
to school in the old Hackensack Academy, built in 1770. 
This was a private school for young ladies, established 
in 1768, one of the first schools of the sort in this part 
of the country. The professor of languages there was a 
very prominent and active body in the revolution, a Scot, 
by the name of Peter Wilson, who later served as pro- 
fessor of languages for 25 years at the University of 
Columbia, dying in 1820. Wilson, on a narrow country 
road in Scotland, was walking with his father when a 
very elaborate coach came by with outriders, footmen 
and great pomp. They were forced into the ditch at the 
roadside, and his father took off his hat in spite of the 
bitter wind and wet drizzle, for it was the king who 
passed. Peter immediately remarked, “I will leave this 
country and go to a land where I have to doff my hat to 
no man.” He came to America at the age of 21, in time 
to work heartily for the colonial cause all through the 
revolution. Without doubt, this old clapper has rung 
repeatedly in response to an old bell rope pulled by the 
hand of Peter himself, very possibly to rally the colon- 
ials to the cause of freedom. 
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_ Next to that is a branding iron with the full name on 
it of David Marinus, made well before the revolution. 
Marinus was taken prisoner by the British and confined 
in the famous “Sugar House” prison of -New York. 
This building was at one time a sugar warehouse, but 
was later turned into a prison by the British, and it was 
generally considered that when a man was put in there 
he was as good as gone. However, Marinus escaped, 
ferried the Hudson, and walked all the way to his home, 
some 15 or 20 miles inland; arriving late, he was afraid 
to wake up the family, and possibly fall into another 
British trap, so he went to sleep in the loft of his barn, 
where the family, coming to feed the stock next day, 
found him dead from his exertion and privation, lying 
in the hayloft. 

Next to this is a branding iron with the initials 
“A. A.,” used for the purpose of branding cattle and 
stock, which evidently our Dutch settlers did here in the 
Fast, just as ranchers did later in the West. 

Next to this is an old wafer iron made by John Berry, 
with the name “John and Elizabeth Berry” inscribed on 
the inside, 1745. The old Dutch recipe tells how to mix 
the ingredients, put them in this iron, place the iron over 
the coals “till enough,” take out the wafer and roll it 
around a peg of conical form. This is perhaps the first 
ice cream cone ever made in America. 

The little piece of metal next to this is an old oxen 
shoe. The pioneers used to shoe their oxen to keep 
their feet from splitting, wearing down, and also keep 
the oxen from slipping, so that they could pull better. 
This is really quite a relic and there are not many of 
them in existence. 

Next to this is a cannon wrench used during the 
Revolutionary War. It was found within a mile of my 
home in Oradell, near what is still called Soldier Hill. 
which took its name from the fact that a colonial soldier 
died there from privation on one of General Washing- 
ton’s movements of troops through this part of New 
Jersey. 

The last photograph is perhaps one of the most inter- 
esting of all. At the top is a very unusual household 
utensil, hand made, a clam and oyster fork used for 
roasting these over the coals in the great open Dutch 
fire places. On the left is a hand made pancake turner, 
and another one just along the handle of the ax. We 
had one of these in our family for years, made by my 
great-grandfather at his own forge out in the barn, who, 
by the way, used to make his own horseshoes and shoe his 
own horses. The balance and proportion of these pan- 
cake turners are perfectly beautiful, some of them 
halance exactly like a well-made tennis racket. 

Belowis the famous “iron beetle boot jack,” which seems 
to have been very popular all through this section. To 
the right of the ax handle is a hand made iron ladle, 
and alongside that a pair of iron skates with brass acorn 
tips, and wooden tops with holes through them for attach- 
ing to the feet with straps. Nothing could be more typi- 
cally Dutch in make and design than these very old 
skates. Directly above them is a little iron pan with a 
wooden handle in which the old farmers used to heat 
and melt tallow which they poured between the upper 
and lower soles of their shoes and boots, that they made 
themselves, to waterproof them. 

To the extreme right is a beautiful brass ladle, used to 
dish in and out the great Dutch iron pots which the 
housewife hung on long hand made iron cranes at the 
side of their big fireplaces, swinging them over the fire 
or off as needed. Many a buxom, blousy Dutch house- 
wife has probably blown on a ladleful of soup in this 
and tasted it to see whether it was cooked enough or 


done. 
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Garage Door Hardware Spring Hinges 
Fire Door Hardware 


Allith-Prouty 








Read page 43, 
Catalog No. 95, 
or write for more 
facts today. 


WENTY years ago we designed Allith 

No. 2 for not only sliding heavy doors 
but for carrying boys, too—you couldn't 
keep ’em off on rainy Saturdays when the 
old barn was the neighborhood playground, 
gymnasium and circus all in one. 


Today the barns are gone, but we still have 
the boys—boys who ride the doors on rainy 
days like their fathers used to do. 


Let ’em ride. What’s the difference? They 
can’t sag the heavy, high carbon steel round 
tube track with the slot in the back for hold- 
ing the extra number of brackets we 
furnish. 


They can’t break the one piece “certified 
malleable” hanger that’s ribbed and trussed 
for double strength and that has no rivets 
or bolts to break dr loosen. 


They can’t throw the upper roller bearing 
wheel, with its grooved and machined turned 
tread and hardened steel axle, off the track. 
And they can’t bind, stick- or throw the 
door out of line because the extra guide 
wheel, working directly beneath the upper 
wheel, makes this impossible. 


We originated Reliable Round ‘Track 
Straight Sliding Door Hangers—and we're 
proud of it. They satisfy exacting archi- 
tects ; they save erection time for contractors 
and builders ; they make the owner forget his 
door even slides on hangers. 


ALLITH-PROUTY COMPANY, Danville, Illinois 


Manufacturers of 











Rolling Ladders 
Overhead Carriers Door Hangers 
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Closes Screen Doors 


SILENTLY! 


No More 
Slam! Bang! 


HAT is the big rea- 

son behind the pop- 
ularity of Rose Screen 
Door Checks. You will 
be surprised how will- 
ingly folks pay two dol- 
lars to stop the slam! 
bang! of screen doors! 
But there are other sell- 
ing points: Attractive 














Ask Your gold lacquer a 
' adds another refinement 
Jobber : to the home. Does 


away with unsightly springs. Serviceable—built for 
years of wear. Nothing to get out of order. So easy 
to show and sell with the counter demonstrator ; a real 
Rose Check on a miniature door. Just pull it back and 
let go! Closes silently and quickly. Tells the whole 
story. 

Like all Rose products the screen Door Check gives 
the dealer a real profit—and most every sale is for two 
or more—one for each door. 

Your jobber supplies you with Rose Checks; and you get the 


counter demonstrator free with an order for only a dozen 
checks. Ask your jobber salesman about it now! 


FRANK ROSE MFG. CO., HASTINGS, NEBR. 


ROSE 


SCREEN DOOR 
CHECK 

















Most interesting of all is the broad ax in the center of 
the picture, with a good, stout hickory handle. Due to 
the great width of the blade, it came to be known by its 
present name of “broad ax.” The interesting feature of 
this is that only the blade itself is steel, and you can see 
distinctly the line where this steel edge was hammered on 
to the rest of the ax, which is iron. Also, due to heavy 
usage, the ax has at some time split at the eye of the 
handle, with the result that a rivet was driven through 
here to hold it together. These old axes always went 
with an apple, sycamore, hickory or oak chopping block 
in the woodshed, and it was with them that the kindling 
for the fire was cut. It was also used for chopping 
off the turkey’s head at Thanksgiving time, as well as 
chickens’ every Sunday for the Sabbath meal. 

It would be impossible to get a better idea of colonial 
hardware, household and farm implements of a hardware 
nature than from these four photographs. All articles 
of iron or metal were very scarce and expensive. There 
were no hardware stores, and although our people lived 
within twenty miles of New York, it was a day’s ride 
by horse and wagon, and a long ferry across the Hudson, 
and often meant an overnight trip; besides, articles were 
too expensive to be bought, if they could be made. One 
thing is plain: that among the forms of the articles them- 
selves not a great deal of difference has been developed. 
It all shows, however, that the hardware business is a 
“lot better than it used to be,” when every man was your 
direct competitor, because what he needed he made 
for himself. 





Everybody’s Business 
(Continued from page 46) 


tain our advance we must be forever directing our at- 
tention to opportunities in new quarters. 

Our national bonfire costs us $600,000,000 annually, 
and more American lives have been lost through fires 
since the World War ended than were lost in the war 
itself. During this short period we have burned up prop- 
erty having a total value almost equal to the national 
wealth of Belgium, which is a serious indictment in 
view of the fact that 90 per cent of all fires are prevent- 
able, the match of the careless smoker ranking first as a 
cause. Our fire cost is five dollars per person or 20 times 
that in Europe, and the premium payers of the insur- 
ance cofnpanies pass this loss on to the public, chiefly in 
higher rents. An evil that snuffs out 12,000 lives a year 
and causes injury to twice that many people is something 
to think about. 

One of the least understood of all our problems is 
that of insect pests which cause us an annual loss of 
more than $2,000,000,000. Ten per cent of everything 
raised on American farms is destroyed by insects. In 
the spruce forests of New York, Maine and eastern 
Canada, the yearly damage by insects is equivalent to 
the paper requirements of all our periodicals for two 
weeks. The boll weevil costs us tens of millions of dol- 
lars annually, while the Pandora moth, the crambus, the 
hornworm and thousands of other species of beetles, 
rootworms and moths ruin hundreds of thousands of 
acres of timber, tobacco, beans, potatoes, nuts, melons, 
vineyards and orchards. This yearly damage to crops 
nullifies the labor of nearly a million people. 

Many have wondered why it has taken man tens of 
thousands of years to get a secure footing on the face of 
the earth. Is it not likely that our type of animal has 
been all but wiped out many times by the savage attacks 
of insect enemies? The tepeguas or black ants of Mex- 
ico have been known to move in such numbers that every 
living thing in their path—frogs, rodents and even 




















June 23, 1927 


snakes—was actually eaten alive. A .few months ago 
out in California millions of mice swarmed up out of the 
bed of Buena Vista Lake, over-running the countryside, 
destroying crops, invading homes and making the high- 
ways slippery with the remains of their mangled bodies. 
A sheep caught in a pen was killed by the rodents and 
its bones stripped of flesh. The Government lent aid and 
90 miles of trenches were dug and partly filled with poi- 
soned grain to stop the march of the mice. This defen- 
sive measure was effective and millions of the pests were 
killed. What would have happened in case of such an 
invasion two or three hundred years ago when there was 
no chemistry to support the efforts of man in his emer- 
gency ? 

The entomologist tells us frankly that insects are better 
fitted for existence upon the earth than is humankind. 
Their birth rate is tremendous, many species laying half 
a million eggs in a single batch. A microscopic organism 
known as the stylonchia has a birth rate so high that if 
it were not for the equally high death rate, this minute 
body would produce a mass larger than the earth in a 
week’s time. Fifty years ago three rabbits were taken to 
Australia, and 40 years later 96,000,000 rabbit skins and 
25,000,000 frozen rabbits were shipped back to Europe. 
The problem is serious because our intensified farming 
methods and widespread transportation facilities have 
opened up new and greater opportunities for the spread 
of pests from region to region and continent to conti- 
nent. Civilization in Africa is now blocked by the tsetse 
fly, and realty values in many parts of the United States 
are held at a low level by the mosquito. 

There is practically no phase of life today untouched 
by waste in materials or motion. Hundreds of thousands 
of people are idle against their will because of seasonal 
employment, strikes and lockouts, booms and depres- 
sions, preventable accidents and preventable sickness, 
excess plant capacity and overloaded inventories, too 
great a variety of styles, too many retail stores, high- 
pressure salesmanship that overburdens the consumer 
with debts, and a lack of research coupled with the de- 
liberate obstruction to better methods by those who re- 
fuse to discard obsolete machinery. 

The field of business economy is one virgin with op- 
portunities. Wooden structures all over our land are 
being destroyed by fungi notwithstanding that technical 
knowledge has disclosed simple measures to check the 
dry rot of woodwork. Decay is progressive and infec- 
tious. The fundamental rule of rot prevention is, “re- 
move all diseased pieces at once.” While such things as 
creosote should be used in the course of construction, 
they can be applied with excellent results even after- 
ward, and it is no exaggeration to say that a can of 
creosote and a paint brush in every American home, 
and factory would save us tens of millions of dollars 
annually. Also the far wider use of insecticides would 
reduce national waste by many more millions. 

The present loss of human energy in lines of effort 
that add nothing to the health, wealth and happiness of 
humanity is beyond estimation. An army of people are 
engaged in commercialized quackery. Some handle fake 
medicines, while others seek easy money through gam- 
bling, through fraudulent business promotion, and even 
through capitalizing the faith and fervor of religious 
sects. Then there are those who deal in the adulteration 
of goods, and who devote their time to the production of 
super-luxuries. All this must change; just now we are 
engaged in converting an idle military establishment into 
a useful adjunct to commerce and industry. These trans- 
formations, of course, will not come instantly, for they 
can only be realized through the slow processes of edu- 
cation and dire necessity. 
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Grinders & Vises 
Universally Recognized 


As the Best in 


Mechanical Construction 


Note the Many Important 
Exclusive Features 








CAS AD 
Leet: #2 4 


TOOL REST ADJUSTABLE TO EITHER SIDE OF 
WHEE 
FOR RIGHT OR LEFT HANDED OPERATOR ‘s 


LONG ONE PIECE BEARING FOR PINION 


SUBSTANTIAL 
CASTINGS 











WIDE SPUR CUT GEARS 
DO NOT CREATE 
END THRUST AND FRICTION 


GEAR CASE FLANGED INWARDLY 
FORMING CUP FOR OIL 
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and Vise has attractive baked 


Every Sharpener 
is packed in a strong corrugated 


enamel finish and 
container. 


All MODERN products are covered by the BROAD 
MODERN GUARANTEE. 


Sharpener 





See your Jobber 
about our complete 
line of tool sharpen- 
ers and vises or write 
us. 


MODERN GRINDER MFG. CO. 


MILWAUKEE, WIS. 
74 Murray St., New York City 34 No. Clinton St., Chicago, Ill. 
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There Are No 
“High” and “Low” Knives 


in Granite State Mowers 


The rotating knives of GRANITE STATE Lawn Mow- 
ers are ground AFTER they are assembled. That 
means that they turn in a perfect cylinder and strike 
the stationary knife correctly. 


Your customers will appreciate this because it makes 
GRANITE STATE MOWERS CUT CLEAN, RUN 
— and stop and start with the least amount of 
effort. 


Let us send you the particulars. 





BALL BEARING or 
PLAIN BEARING 





Granite State Mowing Machine Co. 














Hinsdale, N. H., U. S. A. 


Oliver 


Quality and 
Service 


Cw 


Bolts of All Styles—Nuts— 

| Rivets — Washers — Wagon 

| Hardware—Pole Line Ma- 
terial—Track Bolts—Track 
Tools—Car Forgings. 


GALVANIZED or PLAIN 


Gw9 


OLIVER IRON AND STEEL CORP. 
Pittsburgh, Pa. 
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Literary Folks and Others 


(Continued from page 80) 


There is Zoe Akin, who has had several plays running on 
lyroadway at the same time. Then there is Jedge O'Neil, 
the poet, who has just put out a book of poems called 
“The Rooster, and Other Poems.” They are really 
beautiful pieces. Then there is Dave O’Neil, his 
cousin, another poet, who inherited a lumber business in 
St. Louis, sold out when lumber was at the highest price 
ever known, just after the war, endowed himself and 
his family and has since been writing some very worth- 
while poetry. Of course everyone who reads poetry 
knows Sara Teasdale. She knows the art of asking an 
amateur questions as if she were terrifically interested in 
your answers. That is a real art. She understands, too, 
how to hold her interested expression until you reply. 
That takes still more art. I have seen fair ladies start 
their questions with interest and then turn to some other 
subject before you replied! Then there is Orrick Johns. 
The other night he recited one of his poems about an 
automobile trip across the United States. As he recited, 
you actually see the country passing! 
* * ok 
Then, of course, there is Fanny Hurst, whose stories 
all of us have read. Fannie married, but retains her 
own name, also lives in her own apartment. It 1s cur- 
rently reported, however, that she and her husband fre- 
quently have dinner together! Then there is Susan 
Meriwether Boogher, who not only writes poetry but is 
a regular contributor to The Saturday Evening Post and 
other magazines. She has recently got out some re- 
markable stories for children. Her children’s story, 
“The Siege of Troy,” is unique. The curious thing is 
that the cover of the book can be used as a background 
for a stage and the pictures of the characters can be cut 
out like paper dolls and placed on the stage, so her chil- 
dren’s book is more than a book. Susan says: “Why 
not have our children learn history as they play?’ Why 
not, after all? 
x * x 
That veteran playwright, Augustus E. Thomas, is also 
from St. Louis. As he is a past grand master in the 
art of making a charming after-dinner speech, he is in 
great demand as a toastmaster. Miss Teckla M. Bernays, 
the sister of the late Dr. Bernays, a celebrated surgeon 
of St. Louis, is the soul and center of these literary lights 
from St. Louis. Her dinners are always interesting and 
delightful. 
+ * x 
Then, while they are not literary men, I cannot help 
mentioning two St. Louis boys who have made good in 
a very big way here in New York. They are the Swope 
brothers. One of them is now the head of the General 
Electric Company and the other is the manager of The 
WVorld. David F. Houston, formerly president of Wash- 
ington University in St. Louis, and Secretary of the 
Treasury in President Wilson’s Cabinet, is now vice- 
president of the American Telephone and Telegraph 
Company and lives here in New York. In his way, he 
is a poet, too—a poet in figures and statistics! Bert 
Walker, the son of a dry goods merchant in St. Louis, 
is the head of Harriman & Company, bankers. James 


_H. Brookmire, of statistical fame, being the inventor 


of Brookmire’s Business Charts, is the treasurer of a 
large oil corporation and now lives in New York. 
George W. Simmons, the second son of E. C. 
Simmons of St. Louis, is a vice-president of the Chase 
National Bank, the second largest bank in the world. 
Frederick W. Allen, who was formerly head buyer for 
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A Lech Set fee 


Home Use 


Practically every home finds frequent 
use for a dependable Lunch Set. 


For putting up lunches for the school 
children, for picnies, outings, automobile 
trips, etc., this Carver and Fork Set up- 
— the high reputation for quality oi 
a 


“ANCHOR” 
Brand Cutlery 


Good steel blades, cocobolo or ebonywood 
handles, brass lock rivets and pins, all 
combine to give lasting service and sat- 
isfaction. 


Packed one pair in a neat little box. A 
splendid seller. Order from your Jobber. 


LAMSON & 


GOODNOW MFG. CO. 
Shelburne Falls, Mass., U. S. A. 
New York Office—71-73 Murray Si. 


Boston, 7 Water St. 
St. Leuis, Victoria Bldg. 








Chicago, 1732 Republic Bldg. 
San Francisco, Wells Fargo Bldg. 
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Anchor Brand 








Dealers who push Anchor Brand Wringers are making 
the sales, therefore are getting the profits out of the 
wringer business. 


Anchor to Anchor Brand 


LOVELL MANUFACTURING CO. 
ERIE, PA. 


W orld’s Largest Manufacturers 
of Clothes Wringers 




















“The Blade With the Reputation” 
Makers Since 1883 


CLEMSON BROS., INC. 
Middletown, 


New York 





OPPORTUNITY 


To Share in Profit of 
Leading Manufacturers 


Winchester-Simmons Co. 


Common Stocks 
Preferred Stocks 


Remington Arms Co., Inc., 


of Delaware 


(Controlling Remington Cash Register Co.) 


7% First Preferred 
8% Second Preferred 
Common Stock 


Attractive Prices 
Information on request 


Charles E. Doyle & Company 
Investment Securities 


49 Wall Street New York 
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ACM F THE DOLLAR 
ICE CREAM FREEZER 
Little ice and still less turning pro- 
duce any kind of frozen dainty in 
this handsome gearless, all-metal five- 
minute freezer. An A-1I 
seller. 2-qt. Bright Galv., 
$1.00; 2-qt. and 4-qt. Enam. 
Galv., $1.25 and $2.25; Pint 
ACME Jr., 6oc. 












Heats Irons Quickly 
Noiseless 


The No. 80 Fire Pot cannot be beat 
for tinner’s work. The intensely hot 
fire burns from both sides of the 
burner toward the center, quickly 
heating soldering coppers up to 12 
lb., and a pot of solder can be melted 
at the same time. There is no noise, 
smoke or odor in its use. It is 
wind proof and trouble proof. Job- 
bers supply our line at factory prices. 


Clayton & Lambert 
Mfg. Co. 


6275 Beaubien St., DETROIT, MICH. 


yTON & tame 
over mec.co. © *> 





No. 80 Fire Pot 
Ask for Latest Price 








The SNELL CONSTRUCTION BIT 


Stiffer, Stronger, tougher! 





The screw, the spur, the Throat, the 
Cutting Edge and the Clearance are 
the important points by which a bit 
is judged. All Snell bits are judged 
by these points. 

Write for catalog today. 














Sales Representatives: 
John H. Graham & Co., 113 Chambers St., New York City 


ALLENS 


Exclusive features — Oldtime 
Fireside Cheer—Heat Radiat- 
ing Fins —make ALLEN’S 
the big seller in the above- 
the-floor warm-air furnace 
field. Complete details mailed 
on request. Write today. 


ALLEN MANUFACTURING CO. 
NASHVILLE, TENN. 
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the Simmons Hardware Company, is the managing part- 
ner in New York of the great financial house of Lee, 
Higginson & Company. Samuel F. Pryor, who was, for 
a number of years, in the Buying Department of the 
Simmons Hardware Company, has an office in New 
York at 25 Broadway. He is one of the leading finan- 
ciers of New York and works very closely with the 
Rockefeller interests. Harry B. Gordon, formerly vice- 
president of the Norvell-Shapleigh Hardware Company, 
is the owner and head of a large manufacturing business 
and lives in this city. Walter Birge, whose father was 
a hardware man in St. Louis and later went into the 
shovel business, is now living in New York. He was the 
president of the Air Reduction Co. and afterward went 
into the rayon silk business. It is reported that he has 
made a handsome fortune. He has a large and beautiful 
country estate at Greenwich, Conn. From these examples 
it does seem that there is something to be said about a 
thorough hardware training! 


* * * 


The other night I attended a dinner given by 
G. A. Pfeiffer, now living in New York, formerly of 
St. Louis, that was given in honor of James F. 
Ballard, the celebrated collector of antique Oriental rugs. 
At this dinner a bust of Mr. Ballard by Paul Manship, 
the famous sculptor, was presented to the Metropolitan 
Museum. A duplicate of the bust was presented to the 
family of Mr. Ballard. Mr. Ballard made his fortune 
in the drug business in St. Louis. Recently he gave a 
collection of Oriental rugs to the Metropolitan Museum 
which was worth $500,000. He also proposes to give an- 
other collection of rugs to the Art Museum in St. Louis. 

> * * 

I took the liberty of writing about the St. Louis colony 
in New York because frequently I receive letters asking 
if I am not homesick. From the above account of St. 
Louisans in New York it may be gathered that we have 
quite a little St. Louis atmosphere here in New York. 
Besides this, today we have Colonel Lindbergh with us, 
too. Just this week I received a letter from Harry 
H. Knight, one of the backers of Colonel Lindbergh, in 
which he stated that Lindy will not be charged with the 
cost of the plane or any of the expenses. In other words, 
Slim can have all of the $25,000 Orteig Prize to himself. 
Then: Mr. Knight added that since Lindy arrived in 
Paris his backers have had so many cables, telegrams 
and letters to open and answer that the expense of this 
service alone has set his backers back a further $10,000! 
However, I note from the paper this morning that both 
Mr. Knight and Mr. Bixby, one of the other young 
backers of Lindy, were at the Clarence Mackay dinner 
last night. 

x x * 

One of the most amusing things in connection with 
Colonel Lindbergh has been the circular issued by a well- 
known telegraph company in which they print and sug- 
gest twenty forms of telegrams to our national hero. 
This is certainly standardization with a vengeance. I 
have been informed that Lindy received 51,000 tele- 
grams. Of course he will never read them. What a 
waste! How much better it would be if some one were 
to suggest that we raise a fund in America at one dollar 
per head, to be divided between the mothers of Nun- 
gesser and Coli! What a beautiful tribute it would be 
from the United States to send each of these ladies about 
$50,000 apiece! It strikes me this would be better than 
telegrams to Colonel Lindbergh that will never be read. 
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Verified Retail Store News Notes 


R. E. Strand has taken over the retail hardware store formerly 
owned by Chas. Strand at Marine on St. Croix, Minn. 

F. Brad! Hardware Co. has succeeded the business of Frank 
Bradl, Ludington, Mich. 

Maschke Hardware Co. has moved from 7414 McGraw to 13210 
Ford Rd., Detroit, Mich. 

L. & H. Hardware Co., of 5401 W. Warren Ave., Detroit, Mich., 
is conducting the retail business formerly known as the i & H. 

eo 

Cc. epem. Decatur, Mich., has succeeded the hardware 
ns Mica a cCook & B Brigham. 

Richard Hamilton has recently taken over the retail hardware 
store formerly owned by Jas. A. Cady, in Belleville, Mich. 

. M. Starr, Lumber & Hardware, of Dennis, Kan., is the suc- 
cessor to the business conducted by Billington & Starr. 

W. Dawson has succeeded the harness and implement busi- 
ness conducted formerly by Ed. H. Bailey & Son in Terrill, lowa. 
Mr. Dawson has discontinued the implements and has added 
hardware. 

Fred D. Wright has purchased the business of Wright & Hol- 
—_ and the firm is now Wright’s Hardware, New London, Ia. 
_.F. T. Barchert has recently opened a retail hardware store at 
2636 W. Western Ave., Indianapolis, Ind. 

Tutterow & Bay are continuing the retail hardware business of 
Wade & Tutterow, in Helmsburg, Ind. 

W. J. Loveless has opened another store in Washington, D. C., 
for the sale of hardware. Store No. 2 is located at 703 Kennedy 

Geo. W. Stevens, Hardware & Plumbing, is the successor to 
the Anthony Adams Co., in Stafford Springs, Conn. Mr. Stevens 
has had a hardware store and has merely bought the plumbing 
business of the latter. 

Plaza Hardware Co., of Oxnard, Cal., has taken over the busi- 
ness of A. E. Skinner. 

Loynd Hardware, consisting of Mel Loynd and W. Garvey, has 
eegenttly been opened at Monterey Park, Los Angeles, Cal. 

Ww. Sinclair of Sand Lake, Mich., has succeeded to the retail 
erate business of Sinclair & Mills. 

W. H. McLean has taken over the retail hardware business for- 
merly conducted by J. A. McLean in Pigeon, Mich. 

Flann Hardware Co. is now conducting the business formerly 
known as Johansen-Flann Hardware Co. in Lake Lillian, Mich. 

Witte Hardware has succeeded the firm of Witte & Hylland of 
Lake Preston, S. D. 

. A. Rice of Tenstripe, Minn., is conducting the business 
known as W. A. Rice & Co. 

Quamba Hardware Co. has taken over the retail hardware busi- 
— conducted formerly by P. O. and BE. A. Nastrom in Quamba, 

nn. 

Nelson Hardware Co. of 1124 E. 7th St., St. Paul, Minn., has 
succeeded the Thomas Hardware Co. in that city. 

Claiborne Hardware Co. of Port Gibson, Miss., has recently 
changed from a partnership to a corporation. 

Entiat Hardware Co., Entiat, Wash., has taken over the retail 
busines of Dick & Moe of that place. 

Warren S. Newlin moved recently from Marengo, Mich., and 
has opened a retail hardware store at 20 Summer St., Battle 
Creek, Mich. 

Schroeder, Kosa & Co., Inc., was incorporated in April. They 
have been in business since 1916, and have been conducting a re- 
tail hardware business. 

A. Bronstein, whose store was burned down at 12list St. and 
Kinsman Rd., Cleveland, Ohio, has opened for the conducting of 
a retail hardware business at 15303 Kinsman Rd. in that city. 

Raab’s Hardware has succeeded the former F. W. Raab & Son 
in Midway, Pa. 

Lupton Hardware Co. has taken over the business of Lupton 
Hardware & Paint Co., of which S. B. Dunham was the owner, 
in Pittsburgh, Pa. Mr. Dunham is the president of the new com- 
pany, located at 1723 Murray Ave., Pittsburgh, Pa. 

Barton Hardware Co. of Johnson City, Tenn., is now conduct- 
ing the retail and wholesale business formerly known as Barton 
St. John Hardware Co. 

Weiss Hardware & Lumber Co., Pukwana, S. Dak., has recently 
been incorporated. 

. Muse Hardware Co. of Mountain City, Tenn., has suc- 
ceeded the Stofiel Hardware Co., but the name will remain W. 
R. Stofiel Hdwe. Co. until Jan. a 1928. 

Salyer Hardware Co. has recently opened at Cherokee St., Five 
Points, Kingsport, Tenn. 

James E. Nickell has succeeded the retail hardware firm of 
Nickell & Fuffard, in Fairfax, Va. 

The Bowers Hardware Co. has taken over the retail business of 
Marable Hardware Co., in Clarksville, Texas. 

The Williams County Hardware Co., in Bryan, Ohio, is now 
being operated by S. A. Kokl & J. B. Warren, who purchased the 
interest of U. R. Wall. 

Meridan Hardware Store, 2047 S. Meridan St., Indianapolis, Ind., 
has opened its new store at that location. 

C. A. Anderson has opened a retail hardware store at 405 Main 
St., Irwin, Pa. 

J. R. Oates has succeeded the firm of Knight & Summers, Clea- 
ton, Ky. 

Arnitz Bros. Hardware Co., 1122 Second St., Napa, Cal., has 
taken over the business of the Young Hardware Co. 

H. S. Chadbourne Co. of Milford, Mass., have purchased the 
hardware business of Clark Ellis & Sons of the same place. 

The Fietcher Hardware Co., 20 Mt. Auburn St., Watertown, 
Mass., plans the erection this summer of a two- -story, 35x60 ft., 
storehouse to replace one now being demolished. 

Cc. D. Cosier has taken over the retail hardware store formerly 
conducted by Van Schoick & Cosier in Union City, Mich. 

Lester Sagen has recently remodeled the Sagen furniture and 
hardware store in Eveleth, Minn. 

Victoria Hardware Co., Kirsch Bros., proprietors, has suc- 
ceeded the business of Jo. Schneider in Victoria, Minn. 

Blome & Storey are now conducting the retail business of E. 
S. Ewing, in Dalton, Neb. 

David Goldstein has opened a retail hardware store at 4032 18th 
Ave., Brooklyn, N. 

irwin & Dietrich of Garrettsville, Ohio, have taken over the re- 
tail hardware store of Nichols & Judd. 
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PIONEER RUBBER MILLS 


Rapidly becoming the world’s largest manufacturer of garden hose. 





























New York Chicago San Francisco 
Seattle Tacoma Portland 
Salt Lake Denver Les Angeles 
A new 
complete 
handy catalog of in 
articles GRAFFCO constant 
ileal PRODUCTS Comene 
upon request 
A GRAFFCO A 
PUSHPIN . 
‘ i GRAFFCO 
—to ang up t ] ry 
Calendar, Drawing, or Ff pg ht 
Knickknack |! y ing ANGER 
around the house. —for the better hanging of 
Makes rooms tidier. Pictures, Coat Racks, Telephone 
¢ , Books, and What Not. 
Two sizes, with crys- Three sizes made of heavy steel 
tal glass head and with lacquered brass finish. The 
needle point of steel. nail cannot fall out and is set at 
Wit met dilees malls the right angle for strength. 
or woodwork. GRAFF-UNDERWOOD COMPANY, 











20 Beacon St., Somerville, Boston, Mass. 














HOLD-TITE 


In the new green stripe printed 
package will increase your 
crown sales. 

Carefully sorted, weighed and 
packed, they sell to every cus- 
tomer. It’s an item you can’t 
afford to overlook. 


Write us for prices. 
Quality " Service Price 





Apex Stamping Company 


Dept ZW Riverdale. Ill. 
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If past records indicate any- 
thing, handling the LOWELL 
line of hand and compressed 
air sprayers will remove every 
obstacle in the way of greater 
sprayer sales and profits for you. 
Over 9,000,000 Sprayers leave 
our factory each year to give 
maximum profits to dealers and 
efficient, dependable service to 
millions of satisfied users 
throughout the country. For 
the name LOWELL has made 
itself the symbol of utmost 
quality wherever sprayers are 
used. 





You cannot make a mistake in select- 
ing the LOWELL line of Sprayers. 
Wide popularity, double-tested quality 
and performance, an absolute guaran- 
tee against defects, the economy which 
a large scale production makes possi- 
ble—these are vour assurance of great- 
est profits. 

Write now for catalog and 

prices or see the Lowell Jobber 


im your community. 


Lowell Specialty Company 
LOWELL :: >: MICHIGAN 


WHEEL 


RAVER 





ih 











Superior Brand 
Hardware Cloth 


is always true to its 
name. You can sell 
it with the assurance 
that every roll is a 
quality product. 


Standard size wire, 
even mesh, free from 
bags or bulges, 
straight selvage and 
heavily galvanized. 


G. F. Wright 
Steel & Wire Co. 


Worcester, Mass. 
U. &. A. 











Paint, Like 
Advertising 
Works Wonders 


MILLION dollars a letter is the 
value placed on a slogan used to 
advertise Paint and Varnish. 


What made the “Save the Surface” 
slogan so popular? Good advertising 
and the thought it contained: To save 
property as well as improve tts appear- 
ance. 


Now Paint, like advertising, can be 
made to work wonders. 


But don’t expect dealers to spread 
your paint story and consumers to 
spread your paint unless you mix your 
paint message with good advertising 
and spread it in the right medium. 


That medium is the Paint and Var- 
nish Issue of Hardware Age—the 
fourth issue of each month. 





June 23, 1927 
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Coffee Basket per- 
forated at top and 
Sot falctscne 

en 
Welded Spout coffee . . 
No Solder 


Seamless Drawn 
Body ---Copper or 
Alumiaum 





Valveless Double- Walled 
Vacuum Pump 


Steel Insulating Plate 


Cannot Burn Table 


These 8 EMPIRE Points 
Build Perk Profits 


HE eight features shown above 
are real reasons why your trade 
gets a big dollar’s worth for every 100 
cents they invest inEMPIRE products. 


The EMPIRE percolator line is com- 
plete in sizes and styles, price is low 
for the quality in each type, profit to 
you is right. 2-cup to 12-cup sizes, 
aluminum or nickeled copper seam- 


less drawn bodies. 


We work only through recognized 
legitimate trade channels. We try to 
give everybody a square shake and 
expect the same in return. Our cata- 
log may help you decide. Send for it. 


METAL WARE CORPORATION 
Sales Office: 111 West Washington Street, Chicago 
Factory: Two Rivers, Wisconsin 


This original pack- 
age of 2-cup electric 
percolators makes an 
attractive display. It 
is a splendid appli- 
ance to demonstrate 
the quality of the 
entire line of Empire 
appliances and per- 
colators. 
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Laid-up! 


You will make better customers of your | 
={ truck customers by selling them trucks that 
need not be laid-up for first-aid treatment 
| every few weeks. They will welcome an 
opportunity to cut-out truck repair bills. 


Anchor Trucks laugh at gruelling service. 
Made of steel throughout. No wood to 
splinter or break. Only a few parts—prac- 
tically nothing to get out of order. 


Made in a variety of types and sizes. Write 
for Catalog 102, or ask your jobber. 


ANCHOR POST FENCE COMPANY 


9 East 38th St., New York, N. Y. 
Branch Offices in Principal Cities 


NCHOR 
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= Look for the tag, carrying our name, at the end of every roll! 


The Gilbert & Bennett Mfg. Co. 


Established 1818—America’s Oldest Woven Wire Factory 





Manufacturers of 





WIRE CLOTH, NETTING and FENCING 
Galvanized Steel Wire Cloth in all Meshes and Gauges 


New York City 


Georgetown, Conn. Chicago 








Does the word PROGRESS— 


mean more 
business— 







more profits— 
to you? 


The new improved Okeh Tape spells progress 
with its welded leatherite covered steel case, 
friction brake controlled drum and famous end 
fastener of proven value. 


This article has a buying appeal a tape user 
can seldom resist, and opens a new field for sales 
where a tape was formerly a nuisance. 


Send for prices and particulars of sales plan. 


KEUFFEL & ESSER CO. 


MEW YORK, 127 Futton Street General Office and Factones, HOBOKEN, N. 8. 


CHICAGO ST. LOUIS SAN FRANCISCO MONTREAL 
@28-20 S. Dearborn St. 817 Locust St. 30-34 Second St 6 Metre Dame SL & 
Drawing Materials, Mathematical and Surveying Instruments, Measuring Tapes 





Kansas City 











Hardware Age Verified List 


OF WHOLESALERS AND RETAILERS 
CONTENTS 


Wholesale Hardware Houses in United States, Canada and 
Foreign Countries. 

Retail Hardware Stores in United States, Canada and 
Foreign Countries; also General Stores, Lumber Yards, etc., 
handling hardware. 


Chain Hardware Stores in United States and Canada. 


5c, 10c and 25c Syndicate Stores carrying hardware in the 
United States and Canada. 


Department Stores carrying hardware and housefurnish- 
ings in the United States. 


Manufacturers’ Agents in United States, Canada and 
Foreign Countries. 


Automobile Accessories Jobbers. 

Mill, Steam, Mine and Machinery Supplies Dealers. 

Export Merchants handling hardware and kindred lines. 

Sporting Goods Wholesalers. 
_ Mail Order Houses handling hardware and housefurnish- 
ings. 

Woodenware and Willow-ware Wholesalers. 

Paint, Oil and Varnish Jobbers. 

Radio and Electrical Goods Jobbers. 

Plumbers and Tinners Supplies Jobbers. 

Membership Lists of Hardware Associations. 
Hardware Age Verified List of Wholesalers and Retailers is indis- 
pensable in economic direct-by-mail promotion work and also a 
helpful guide for salesmen’s calls. Every sales manager should 
have one on his desk, and every salesman could profitably carry 
a copy in his grip. Since the previous issue was published there 


have been more than 10,000 additions and corrections, and these 
all appear in the current Eighth Edition. 


Hardware Wholesalers find Verified List of great value in 
‘‘checking’’ their retail proapect records. 


$12.00 postpaid 


Hardware Age Verified List Department 
239 W. 39th St. New York, N. Y. 








Pliers Mathias 


Belts Established 1857 
Tackles 
Climbers 
Tool Bags 
Wire Grips 
Safety Straps 
Lag Wrenches 
Tree Trimmers : ~- 
Sleeve Twisters luni — 





SINCE 1857 
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LANDRETH'’S 


Garden and Flower Seeds 


Mixed Lawn Grass 


Now is the time to place your order for 
Fall shipment for such seeds as Turnip, 
Rutabaga, Spinach, Winter Radish, Col- 
lards, Mustard, Beans, Kale and Mixed 


Lawn Grass. 


1927 CROP 


Before buying for delivery after 1927 crop, send us a 
list of your wants that we may quote you if our traveler 
does not call upon you at 
the proper time. 





We are the oldest Seed 
House in America, this be- 
ing our 143rd year in the 
Seed Business. Had we not 
grown good seeds, given 
good attention to business, 
good service and fair prices, 
we would not have existed 
so long. 


Business Established 1784. 


D. Landreth 
Seed Co. 


Bristol, Pa. 




















Manufac- 
turers of agri- 
cultural imple- 
ments know that only 
the best high carbon steel 
will survive under the abuse 
given to their products. That's why 
they use our steel—the same steel from 
which Indiana X-tra Quality Shovels are 
made. Tell this to your hard-to-suit cus- 
tomers when you show them an X-tra 
Quality Shovel. They'll buy—and remember 
you when they need more shovels. 


Indiana Rolling Mill Co. 


New Castle Indiana 


Affiliated with 
Galesburg Coulter-Dise Co. 
Galesburg, Illinois 
























72% Greater Holding 
Power Than Wire 
Nails. Won't Split the 
Wood. Heads Stay on. 


Send for Quotations 


READING IRON 


COMPANY 


Reading, Pa. 
Mekers of Out Floor Natls, Rico Hard 
Floor Netle, Large Head Out Foundry, 
H. Out Foundry, Black and Gal- / 
venised Out Shingle, Cut Clinch end Yj 
@ Y 


CUT NAILS 
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GRAND RAPIDS 


ALL-STEEL 


SASH PULLEYS 





Any Style | 


#any size 





Whatever your requirements in Sash Pul- 
leys—Ball Bearing, Cone Bearing, Axle 
Bearing; drive or face plate types, small, 
medium or large—they can ve filled most 
satisfactorily from the compiete Grand 
Rapids All Steel Line. For instance, in 
the Grand Rapids Line only can you 
obtain the large lubricated Cone Bearing 
Pulley, self aligning and nwiselcss. 


Acknowledged the World’s Finest, 
they cost no more than the “ of 
ordinary pulleys. Thousands ave 

used nothing else for 30 years. A So 
y ‘etri isan No. 10 Ball Bearing 
Sold by All Distributors—Everywhere No 116 Cone 


Bearing cS 
Grand Rapids Hardware Co. (2-inch wheel) o”* . 
558 Eleventh Street, Pg : » 
Grand Rapids, Mich., U. S. A. oo” re 
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Osborne High Grade Punches 





Belt Punches Arch Punches 
Spring Punches Revolving Punches 
A varied and attractive line for the Hardware Trade. Also: 
Leather Workers’, Trimmers’ and Upholsterers’ and Plumbers’ 


Tools. 
The above tools will please your customers, as well as our 
famous Round and Oval Punches. 

Remember we have had one hundred years of successful manu- 
facturing experience, employ only skilled workmen and use the 
finest quality of materials. 

We stand back of every tool we make. Try us 

Write for Catalog 
Cc. 8. OSBORNE & CO., NEWARK, N. J. 
ESTABLISHED 1826 



















To TORCHE 
—Bought Becaus 


== ’ 
=—They’rewBetter, 


——— 


¢ le exclusive patented features of 


this all brass Detroit Torch No. 2, 
shown above, guarantee satisfaction 
and perfect service under the most 
trying conditions. 






DETROIT TORCH & MANUFACTURING CO. - Detroit, Michigan 
. B.S. Alder Co. - 45 Warren St. 
ager” am : afif te Bldo San Francisco 
- ~ - 7 7 ai 
6. x Gnd 627 Washington Bivd., Chicago 
Grant- Chater Co. + 415 Metropolitan Bldg., Toronto 


MOE’S POULTRY SUPPLIES 


ut 





Sa 


“Moe’s Line” is a distinctive and complete line of Poultry 
Equipment. Moderate in price, and popular with poultry raisers. 
Quality the best. Write for Catalog and prices. 


WoEFT & COMPANY 


2305 Davis St. North Chicago, III. 

















Wire Products 


for every need 
Nails of all kinds, Staples, 


ria Fence, Barbless 
Twisted and Barbed Wire, 
Processed Wire, Bright and 
Galvanized Wire, and Wire 
Rods to standard or special 
analysis. 


























Shoe Knives 
Sloyd Knives 
Paper-Hangers’ 
: Knives 

| Oyster Knives 
Rubber Knives 
Kitchen Knives 
Pruning Knives 


Pattern Makers’ 
Knives and 
Handles 


KNIVES 


Us only the best crucible steel and expert craftsmanship has maintained 
the rship of Murphy quality for over seventy-seven years 


ROBERT MURPHY’S SONS CO. Ayer, Massachusetts 
Established 1850 Send for Catalogue 
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Werte 


provide adequate storage facilities for 

shelf poo er make it accessible and con 

venient for clerks and stock men to handle with 

absolute safety—to insure quick service for whole- 

sale or retail trade — install one or more 

MYERS NOISELESS CUSHION TIRE STORE LADDERS. 

Deep tread steps, full length hand srips, rubber tires, 
overhead track system, firm construction throughout, 

eliminate vibration and noise and produce a ladder 

of ample strength for safety, convenience and 

efficiency One style only—neat of design— 

attractively finished — any height — 

installed—meets most 



































 Semneas fs Bett tp camry 
of any steel as 


a ot it and increase 


your sales. 
Made only by 
ANTI-Borax Compounp Co. 
Fort Wayne, Ind. 








TAINTOR POSITIVE SAW SET 


All Steel 
‘Fully Guaranteed. 


Send for Free Book. 





TAINTOR MFG. CO., 113 Chambers St., N. Y. City 








Plain or enameled 


STRATTON "2.08 
HANDLES 


For Small Tools, Utensils, Electrical Goods, Etc. 
Enameling, both baked and air dried. 


STRATTON MFG. CO. Stratton, Maine 

















SAMSON CORDAGE WORKS 


MANUFACTURERS OF SASH CORD. CLOTHES 
BRAIDED CORDAGE LINES, SMALL LINES 
AND COTTON TWINES ETC. swap cAxaLO6 


BOSTON MASS. 
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Sherman Hose Couplings. The best that 
can be made. Of fine appearance with 
accurate machine cut threads and deep, 
clean corrugations. Made in %—™%—% 
and % inch sizes. ' 





( Patented) 


H. B. SHERMAN MFG. CO. - BATTLE CREEK, MICH. 


The Hose Is Not Always to Blame! 


Leaky garden hose can often be traced to the fittings—im- 
proper couplings or carelessness in clamping play an impor- 
tant part in the life of a garden hose. 


Sherman Wrought Brass Fittings are the standard mainstay of dis- 
criminating dealers. Permanent, rust-proof and of the highest quality 
material. They offer longer wearing features. When you sell hose 
sell Sherman Fittings. They cost no more. 

Sherman Heavy Wrought Brass Clamps. 
The Genuine. Rust-proof clear through. 
No other material will last on hose like 
brass. Sherman Clamps are made to give 
satisfaction. There is a clamp for every 
purpose and any size. 





(Patented) 











PREMAX TENT EQUIPMENT 
IS PARKERIZED 


Tons means that the steel stakes and telescoping 
tubular steel tent poles made by Premax are 
rustproofed. 

When you tell your customers Premax is Parkerized 
they’ll know the product is good. 

For Parkerizing costs money and only good products 
can afford it. We've put the quality there to make 
them easily sold. 

Samples and prices on request. 


PREMAX PRODUCTS 


Niagara Metal Stamping Corporation 
Niagara Falls, New York 
Dept. HA-6 


IVER JOHNSON 
EVERYDAY SELLERS 


BICYCLES 
VELOCIPEDES 
JUNIORCYCLES 
REVOLVERS 
SHOT GUNS 


Send for Catalogue and Frices 


MAKE EVERY DAY COUNT 


Iver Johnson’s Arms & Cycle Works, Fitchburg, Mass. 
New York: 151 Chambers St. Chicago: 108 W. Lake St. 
San Francisco: 717 Market St. 














ONTINENTAL KRAFT papers 

are made so uniformly that the 
wrapping surface is much greater than 
in ordinary papers of equal weight. 


Ask your wholesaler about Golden 
Eagle, Spar, Greyhound, Rumford, 
American and Bessemer. 

ConTINENTAL PAPER (ae Mitts CoRPORATION 


Executive Offices: 100 East 42nd Street, New York 














Foremost Specialists in Wrapping Paper and Bags 
Makers of Every Kind 


UNNI OY Serene Nu and Bot 


The Corbin Screw Corporation 


The American Hardware Corporation, Successor 


229 High Street New Britain, Conn. 
Western Factory: Dayton, Ohio 





Satisfied 


Customers 


Profitable 


Z Russell Jennings Mfg.Co. 


hester, Conn. a 











DEVOE 
Paint & Varnish 
Products 


The highest quality paint and varnish line in America. 



















ALLEN Safety Set Screws 


30% Extra Strength over broached hollow screws 
—the only other kind made. By a tented 
process we increase the density of e steel 
around the socket-holes, so that even the smaller 
sizes will stand all the strain the best made 
wrench can apply. The Allen process makes 
deep, ae  Soagen socket-holes—no chips in 
— the bottom. A i 
utilized either for solid metal at the point or depth of socket 
f All sizes in stock from to 1% in.; any 
length, point or thread. Also Socket-Head Cap Screws, Tap 
Extensions and Socket Wrench Sets. Dealers: Write for 
catalogue and sales proposition. 


The ALLEN MFG. CO. #iartrorD, CONN: 
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Classified Advertising Rates 





) Use the “Classified Opportunities Section” to reach Hardware Manufacturers, 
Manufacturers’ Agents, Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen. 


BOXED DISPLAY RATES 


Opportunity Exchange Section Serr rer ye ek $5.00 
Each additional inch. 


Positions Wanted Advertisements 
50% off rates quoted 
4.00 Address your advertisements and replies to 














Set Solid, Minimum of 5 lines..... SB.0G fj SRCH BUGISIOERS MCB ee +s ee essececs Merd@ware Age, Ci 
° assified Oppor- 

Each additional lime........... -60 tunities, 239 West 39th St., New . 
All Capitals, Minimum of 5 lines.. 4.00 Discounts for Classified Advertising York City ; 
Each additional line.......... - £0 4 insertions, 10% off; 8 insertions, 15% Harpwars Acs is published each Thursday | 
Average 10 words to a line off Forms close Ten Days previous to date of ’ 
Allow One Line for Keyed Address Remittance Must Accompany Order publication 
Samples of merchandise, literature, catalogs, etc., requiring more than ordinary reforwarding postage should not ‘ 
. be addressed to box numbers. oll 
eae = — 

















BUSINESS OPPORTUNITIES 


POSITIONS WANTED 





LAMSON Cash Carrier Cable System available for two floors, 220 feet 
of track, 7 clerks’ stations and 3 receiving stations at cashier’s desk. In 
= Lage < Can be seen at BARKER, ROSE & CLINTON CO., 

mira, N. Y. 





FOR SALE—A half interest in a large hardware, steamfitting and 
plumbing business owing to the death of my partner. Business established 
for forty years. Box H-595, care of HArpwAre Ace, New York. 





HARDWARE STORE WANTED in town of 10,000 or less located in 
Eastern New York, Massachusetts or Connecticut. Must be a good stand. 
Address Box H-592, care of HArpwaAre AGse, New York. 





PARTNER WANTED—Hardware store established 48 years in metro- 
politan district. Owner desires working partner with $5,000. Address 
Box H-555, care of HArpware Ace, New York. 





A YOUNG EXPERIENCED HARDWARE EXECUTIVE 
) AND SALESMAN with exceptionally successful nine year record 

as New York Branch Manager for Western Manufacturer. making 
staple product sold to hardware jobbers and exporters, is open for 
engagement, due to merger of his firm with a steel corporation. 
Fully capable and experienced in employing and directing salesmen, 
personal selling, handling credits, collections, and the numerous 
details connected with Branch Office management. Thirty-seven’ | 
years of age, married, with large family, past business record and 
personal history fully available. Address Box H-578, care of Harp- 
WARE AGE, New York. 


— Ss wT ow = owe le 














POSITION WANTED—In responsible hardware company or jobber by 
sales engineer. Fourteen years’ business experience. Age 33. Well 
trained in builders’ hardware, small tools, mill plumbing and foundry sup- 
plies; metals, machinery and screw machine products. Salary secondary. 
Address Box H-593, care of HarpwAre Ace, New York. 





HELP WANTED 








Wanted—Experienced Hardware Man 


Capable of writing good forceful advertising, and assume 
charge of sales promotion, most modern methods, good 
window trimmer and store arrangement for Southern 
Illinois town, 20,000 population. In reply give age, experi- 
ence, references, present connection andl Galarten obtained. 
Address Box H-591, care of Hardware Age, New York. 











& 





WANTED — BUILDERS’ HARDWARE SALESMAN TO TAKE 
CHAKGE OF BUILDERS’ HARDWARE DEPARTMENT. MUST 
BE COMPETENT TO WRITE SPECIFICATIONS, ESTIMATE FROM 
PLANS, ETC. GIVE FULL PARTICULARS IN FIRST LETTER. 
WEED & COMPANY, ROCHESTER, NEW YORK. 





WE WANT a clean cut, active young man as senior clerk and stock 
man. Must be good salesman and have had several years’ experience in re- 
tail hardware store. This position is in city of 8,000 population in South- 
eastern Illinois, with ideal living conditions. Address Box H-594, care of 
HarpWArE Ace, New York. 





SAI.ESMEN or sales organization for all territories to introduce a new 
ten cent item to hardware, radio and auto accessory stores. Live organiza- 
tion who can carry own stock will be given exclusive rights. To salesmen 
liberal commission assures good income. Addres Box H-563, care of Harp- 
ware Ace, New York. 





SALESMAN, experienced; one who thoroughly understands the Door 
Hanger line. Must live around New York City. State age, experience 
and salary expected. Do not apply unless you know Door Hangers. Ad- 
dress Box H-569, care of Harpware Act, New York. 





EXPERIENCED tool salesman to sell high grade tools to wholesale and 
retail hardware dealers in the Eastern States. Age about 35 years. Give 
gd and reference. Address Box H-586, care of Harpware AcE, 

ew York. 





POSITIONS WANTED 
w ue 


Position Wanted | 


As Manager or Assistant with either Retail or Wholesale 
House. Thoroughly experienced in hardware and furni- 
ture; fourteen years as part owner and manager of a 
large hardware and furniture store. References as to 
ability and character will be cheerfully furnished. Address 
Box H-590, care of Hardware Age, New York. 




















YOUNG MAN now located with a hardware jobber, wishes to connect 
with a manufacturer. Have had eight years’ experience on the road and 
am thoroughly acquainted with the hardware trade in Maryland, Delaware 
and Virginia. A No. 1 references furnished. Adrdess Box H-577, care of 
HarpDWArRE AGE, New York. 





SALESMAN wants position with responsible manufacturer of quality 
products; 25 years’ selling, engineering, production and executive experience 
in hardware, tools, supplies, equipment, furnishings, “— and specialties. 
Now employed; will be at liberty July 3list. Address Box H-589, care of 
Harpware AGE, New York. * 





POSITION WANTED—Builders’ hardware man, 25 years of age, with 
six years’ retail experience, desires connection with progressive hardware 
concern. Can estimate from plans and close any kind of hardware contracts. 
State all particulars in first letter. Address Box H-574, care of HARDWARE 
Ace, New York. 





HARDWARE MAN, 15 years’ experience, desires position as salesman 
for jobber or manufacturer; would consider other offers either wholesale or 
retail. I am single, 39 years of age, good reference. Address Post Office 
Box 1}07, Detroit, Mich. 





POSITION WANTED—Young man, 26 years of age, with seven years’ 
retail experience, desires to make connection with builders’ hardware manu- 
facturer. Address Box H-575, care of Harpware Acz, New York. 


SALES REPRESENTATIVES WANTED 








= 





Regional 
Sales Representatives 
Wanted 


An established manufacturer of a kitchen appliance is 
selecting sales representatives equipped to energetically 
push this item—preference given to those carrying allied 
lines going to department, hardware and housefurnishing 
stores. Give complete details in confidence. 


Address Box H-587 


li 





——_ 





Care of HARDWARE AGE, New York City 








SALESMEN wanted in all sections calling on hardware dealers to sell 


Glass Cutters and patented Wire Stripping and Cutting Pliers. Excellent 
opportunity for live wires working on attractive commission basis. Address 


ox H-568, care of Harpware Ace, New York. 
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SALES REPRESENTATIVES WANTED 


SALES REPRESENTATIVES WANTED 








WANTED—SALESMEN 


regularly calling on Hardware, Machinery, Paint, Elec- 
trical Goods, Radio Parts, Auto Accessories, Plumbers, 
etc. supply houses, to sell best line tool boxes on mar- 
ket. Manufacturer would consider national sales organi- 
zation. Box H-570, care of Hardware Age, New York. 











WANTED—Salesman with car, residing in Connecticut or Massachusetts, 








WANTED—Salesmen calling regularly on the hardware and automotive 
jobbers to sell high grade grinding wheels; also sharpening stones under 
rivate brand. Something that appeals to the jobbing trade and a repeater. 
Liberal commission. GOODRICH GRINDING WHEEL CoO., 1500 W. 


Madison St., Chicago. 


to sell a well-known and established builders hardware line direct from 
factory. Only experienced man who is well acquainted with the retail 
hardware trade in Connecticut and Massachusetts will be considered. Ad- 
dress Box H-596. care of HARDWARE AGE, New York. 

SALESMEN WANTED in Texas, Oklahoma, Arkansas, Louisiana, 


Mississippi. Kentucky, Tennessee, Alabama, West Virginia, Virginia, North 
Carolina, South C arolina; wrought iron fireplace goods: 10 per cent ce-m- 
mission. Write details HOBOKEN WROUGHT fRON ANDIRON CO., 
1328 Grand St., Hoboken, N. J. 











WANTED—Experienced hardware salesman to cover Pacific Coast terri- 
tory in the sale of locks, latches, padlocks, etc. For well known manufac- 
turing concern in the East. Please give particulars of experience and 


methods of covering jobbers and dealers. Box H-567, care of Harpware 
Act, New York 














Are You Looking for 
REAL Sales Representatives? 








The Classified Opportunities Section of Hardware 
Age is read every week by the kind of men you 
want to get in touch with. 


It costs little to tell them your story. 

















Want a Good Hardware Salesman? 


The quickest way to locate one is through an ad 
in the “Classified Opportunities Section” of f this 
paper. 

It’s the place where aii hardware salesmen look 
first for real opportunities. 


Robertson “Horseshoe Magnet’ Hammers 


Permanent magnet which holds 7 10! ae pos eee 
~~. 


aes tack in position for driv- 
highest offered) at the Panama-Pacific Exposition. 






4 Awarded the Silver Medal 
(the 
Good profit. 


Name and design trade marks registered U. 8. Pat. Off. 


ARTHUR R. ROBERTSON 94 Portland St., Boston, Mass. 








DROP FORGED 
WRENCHES 


ed and rtioned to give stif- 
and tensile Made 9 
-—s See in machining and finish. Send fer 





ARMSTRONG BROS. TOOL CO. 
314 N. Francisce Ave., Chicage, Ill., U. S. A. 





Ask your jobber for 


CALDWELL SASH BALANCES 


Thirty-five years of service is assurance 
of quality 


CALDWELL MFG. CO. 
52 Industrial St. Rochester, N. Y. 














IF IT’S THE BEST TOOL YOU CAN SELL 
FOR WORKING STONE 
IT’S OURS. 


TROW & HOLDEN CO., 
Catalog 


Barre, Vermont 








J. L. THOMSON MFG. CO. 
Waltham, Mass. 


Tubular and Bifurcated 


RIVETS 














BROWN @© SHARPE 
a 


SROWN & SHARD! 





HACK “TF NOX” saws 
writ” OD ossncn 


UNIFORMITY OSTINCTION 
“The Toots in Lhe Plait Bor” 
AMERICAN SAW & MFG. CO. SPRINGFIELD. MASS. 


HACK SAWS - BAND SAWS - SCREW ORIVERS - GLASS CUTTERS 
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THE ADVERTISERS INDEX is published as « convenience and not as 4 
No allowance will be made for errors or failure to insert 


of the advertising contract. Every care will be taken to index correctly. 





A 


ee Oe. 6 6 ck con v6.6 0 edecenbine os ctHe 
Allen Mfg. Co 

Allen Mfg. Co 

Allith-Prouty Co. 

American i 

American Saw & Mfg. 

American Screw 

American Steel & Wire Co 

American Telephone & Telegraph Co....... 
Anchor Post Fence Co 

Anti-Borax Compound Ce 

Apex Stamping Co 

Armstrong Bros. ': ool Co 

Armstrong Mfg. 

Atkins & Co., E. C 

Atlas Tack Corporation 


Beh & Company, Inc 

Berry Brothers, Inc 
Bethlehem Steel Co 
R~-idgeport Chain Company 
Bright Star Battery Co 
Brown & Sharpe Mfg. Co 
Brush-Nu Co. 


Caldwell Mfg. Co 
& Lambert 
Clemson Brothers, 
Coes Wrench Co 
Continental Paper & Bag Mills Corp 
Corbin Screw Corp 


Detroit Torch & Mfg. 

Devoe & Raynolds Co., Inc 
Diener Mfg. Co., George W 
Display Materials 

Disston & Sons, Inc., Henry 
Dixon Crucible Co., Joseph 
Donley Mfg. Co., The 

Doyle Company, Charles E 
Duluth Show Case Co 

DuPont de Nemours & Co., E. I 


Eagle Lock Company 
Eagle-Picher Lead Co 
Everedy Co., The 


General Chromium Corp 
Gilbert & Bennett Mfg. 


8 





Graff-Underwood Co. 

Grand Rapids Hardware Co 
Granite State Mowing Machine Co 
Greenfield Tap & Die Corp 
Griffin Mfg. Co 


Hanover Wire Cloth Co 
Hart Co., John M 
Heller & Co., W. C 
Hercules Powder Co 
Hoeft & Company 


Indiana Rolling Mill Co 


J 


Jennings Mfg. Co., Russell 
Johnson Arms & Cycle Works, Iver 


K 


Keil & Son, Inc., Francis 
Keuffel & Esser Co 
Klein & Sons, M 


Lamson & Goodnow Mfg. 

Landreth Seed Co., D 

Lovell Mfg. 

ee ec cee seoabedeees 90 
Ladlow-Sayleor Wire Co...................- 31 


McKinney Mfg. 

Maydole Hammer Co., David 
Metal Ware 

Milbradt Mfg. Co 

Milwaukee Tool & Forge Co 
Modern Grinder Mfg. 

Murphy’s Sons Co., Robert 
Murphy Varnish Co 

Mycrs & Brother Company, F. E 


O 


Oliver Iron & Steel Company............. 86 
Osborne & Company, C. S 





Peaslee Gaulbert Co 

Peck, Stow & Wilcox Co 
Pioneer Rubber Mills 
Pittsburgh Plate Glass Co. 
Progressive Mfg. Co 

Pyrex Sales Division 


Reading Iron Company 
Reznor Mfg. Company 
Richards-Wilcox Mfg. Co. 
Robertson, Arthur R 
Rose Mfg. Co., Frank 
Ryan Co., J. 


Samson Cordage Works 
Sherman Mfg. Company, H. B. 
Snell Mfg. Company 

Standard Tool Co 

Stanley Works 

Star Brush Mfg. Co 

Stratton Mfg. Company 


Taintor Mfg. 

Thomson Mfg. Company, Judson L. 
Toledo Metal Wheel Co 

Trow & Holden Co 

Tubular Rivet & Stud Co 


U 
United Hardware & Tool Corp 
Universal Industrial Corp 

Vv 


Valentine & Company 
Verified List 


Ww 


Western Importing Company 
Whiting-Adams Company 
Wickwire Bros. 














ELECTRICAL GOODS SECTION 











All Weather Ventilator Co 
Arrow Electric Company 
Atwater Kent Mfg. Co 
Century Electric Co 
Clements Manufacturing Co 
Crosley Radio Corp 

Day Fan Electric Co 

Edison Electric Appliance Co 
Electric Vacuum Cleaner Co 





Haag Bros. Mfg. 

Hamilton Beach Mfg. Co 

Hoover Company 

acc oc scan nbasomus behead 47 
Lindemann & Hoverson Co., A. J 

Metal Specialties Co 





Mohawk Corporation 
National Carbon Company 
One Minute Manufacturing Co 
Risdon Manufacturing Co 
Robeson Rochester Corp 
Sentinel Mfg. Co 

Splitdorf Bethlehem 

United Electrical Mfg. Co 
Vac-A-Tap Company 
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Can you call your stock complete 
without this Universal Repair Drill? 


: 


















108 


Bit Stock 


Any dealer who handles 
these drills will have a steady 
and growing trade in them. 

















Their general utility value 
has created a consistent de- 
mand year in and year out. 





They will not split wood. 








They will not be injured by 
Plaster, Metal Lath, Nails 
and Fire Proofing. 














= | For the user’s convenience 
they are furnished in leather- 

; nf ette cases. The advantage of 
+, - such an arrangement readily 
f : os sells the set to the customer 
because it is at once evident— 











—_ CPN —that the drills are always 
| kept clean. 


| | —that the compactness of 
\ a the case requires mini- 

mum pocket or tool chest 
a4 room. 


= | —and that the correct size 

‘of hole is assured by each 

drill having its size 

stamped on its shank and 

also plainly marked in 

gold at the place it occu- 
pies in the case. 











Besides the sets, we furnish 
these drills packed in substan- 
tial boxes, holding 1 or &% 
dozen, according to their size. 


The repair work needed in 
a every home, garage, public 
building and factory is the 

market for these drills. 


MANUFACTURED BY 


[HE STANDARD JOOL (0 


CLEVELAND 


New York: 94 Reade Street - - - Chicago: 552 W. Washington Boulevard 


Fredk. Pollard & Co., Ltd., London and Leicester,England Paris, France—Burton Fils 
@ Copenhagen, Denmark—Nienstaet & Co. 
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par Lacquer 
is selling fast! 


Valspar Lacquer has made a hit! Everywhere 
dealers are reordering, for Valspar Lacquer 
‘‘keeps moving.’’ There are many reasons 
for the outstanding success of this fast selling, 
fast drying finish. 


1. It’s a better lacquer: Like every product that 
bears the Valspar name, Valspar Lacquer is 
made to satisfy the desires of your customers. 
It is made right. Therefore it sells. 


2. It brushes better: Some lacquers dry so rapidly 
they can’t be brushed properly. Valspar Lac- 
quer dries just fast enough—in twenty to thirty 
minutes—so that it can be brushed almost as 
thoroughly as enamel. 









3. Every Can a Color Chart: In designing the at- 
tractive label forthecan,an unusualideawasused 
—Color Circles printed in theactual Valspar Lac- 
quer Colors. Thus every can 1s a color chart— 
a great convenience to you and your customers. 


4. Durability: Like Valspar Varnish, Valspar 


Lacquer is waterproof and resists hard wear. 


5. Advertising that helps you sell: Valspar Lac- 
quer is backed by powerful advertising that 
keeps it moving off your shelves. 


VALENTINE & COMPANY 
456 Fourth Avenue, New York, N. Y. 


VALSPAR 


BRUSHING 











or 


LACQUER 
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lo Other Percolator Makes Coffee 


Just Like a Hotpoint 
There’s a lot more profit to be had if you sell “good coffee” 
instead of just a “percolator” 


‘ VERYONE likes good coffee. Few families have the 
K _¢ Opportunity to enjoy it regularly, for it’s difficult to 
make good coffee as it is usually made. 

The difference between Hotpoint coffee, with its rich, aro- 
matic flavor and fragrance—the kind that makes you smack 
your lips with d-e-e-p satisfaction—and ordinary coffee is just 
a matter of three little details: (1) The temperature of water 
pumped; (2) the amount of water pumped at a time, and 
(3) letting iti HOT DRIP instead of Aush. 

But, oh, what a difference in results!!! 


With the aid of its great nation-wide force of expert Home 
Economists and Dieticians, Hotpoint has developed a line of 





For the dest coffee you ever tasted 





Use a Hotpoint sie 
make coffee — os al the hatte 
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This color advertisement appears in the September 17th 
Saturday Evening Post 


beautiful percolators which, first of all, make perfect coffee 
every time. Starting with cold water, they begin percolation 
at exactly the right temperature, pump the right amount of 
water, every drop is HOT and every drop DRIPS through 
all the coffee. UM-M-M! Try it! Tell it!! Sell it!! 








Hotpoint Percolators use a valveless pump 
with no moving parts to get out of order. 
Every drop of water percolated is HOT. 
And it all drips through from top to bot- 
tom of the coffee in the basket—no per- 
forations to let it out the side. Hotpoint’s 
famous “HOT drip” method extracts the 
full aromatic flavor and fragrance. 





Seven reasons why you should sell 
Hotpoint Percolators 
1—The famous Hotpoint HOT DRIP method makes 
the finest coffee. 


2—A large, beautiful line giving plenty of selection 
with a reasonable stock investment. 


3—A price for every purse—$9.00 to $36.50. 


4—Only Hotpoint has the patented CALROD element, 
practically indestructible. 


5—Exclusive automatic safety switch. 
6—Exclusive valveless pump. 
7—Most advertising to help you sell. 


Write for the new Hotpoint catalog, just off the press. 
We will help you sell more percolators than you have ever 
sold before. 


EDISON ELECTRIC APPLIANCE CO., Inc. 
5644 West Taylor Street, Chicago. Factories: Chicago, Ill., and Ontario, Calif. 


Branches and Factory Service Stations in the principal cities 
In Canada: Canadian General Electric Co., Ltd., Toronto 
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“HOT DRIP” PERCOLATORS 


Made by the World’s Largest Manufacturer of Household Electric Heating Appliances 
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~. and Now 


Sentinel 


—= Completely Automatic.’ ) ; 




















for every radio power need! 


The day of the automatically operated radio receiver is here. Dependable, 
automatic Sentinel Power Units are rapidly supplanting all former types 
of radio electrical energy. 






Sentinel Units allow the set owner extraordinary elasticity in his in- 


stallation of a completely automatic current supply. He can, if he — 

owns a good “A” battery and a charger (other than the trickle type) make Dauee 

his equipment a completely automatic ‘“A’’ power unit by adding a Units 

Sentinel Automatic Control, The use of a Sentinel Automatic Relay and 

Charger makes any “A” battery completely automatic in its action. The : Beverly Model and Regular Type 
Sentinel Completely Automatic a Unit provides control, charger and a "00 Mil. drain at 106 Volts aaa 
4-volt or 6-volt “A” battery, all in one handsome, compact case. All of ene renee 


these units are equipped to make the Sentinel b-C Power Unit completely 
automatic. 


cle 


The Sentinel B-C Power Umit furnishes both “B” and “C” voltage for any set 
regardless of number of tubes, with ample reserve current—80 mil. at 180 volts. 
Going a step further, our engineers have scientifically combined all the Sentinel 
products into one compact, efficient master unit for all radio power purposes—The 
Sentinel A-B-C. 


Sentinel Units are sold only through regular jobbing channels. Our 
eighteen branches throughout the country are assurance of prompt attention 
to your orders and immediate delivery of merchandise. 


SENTINEL MANUACTURING COMPANY 


9705 Cottage Grove Avenue Chicago, U. S. A, Sentinel $79.50 


A-B-C (Completely Automatic) Unit Supplies 
Every Power Requirement of Radio 


T ele phone—Chesterfield 0166—All Depts. Also Made in Beverly Metered Model. 





44-50 
Sentinel Sentinel 
Automatic Control Actomatic Control and Charger Sentinel Sentinel 
Makes Your “A” Battery Makes Your “A” Battery a *A” Completely Automatic _ B-C Power Unit 
and Charger Completely Completely Automatic Power Power Unit Furnishes “B” and “C” 
Automatic ; Unit : Not a Trickle Charger Voltage for Any Set 
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TWATER KENT 
RADIO 


—than any other 





More people want Atwater Kent Radio 
than any other. 


More people uy Atwater Kent Radio 
than any other. 


More people are satisfied with 
Atwater Kent Radio than any other. 


More dealers make money out of 
Atwater Kent Radio than any other. 


WHY~r 


EVERY SUNDAY EVENING: — The Atwater Kent Radio Artists bring you their 


summer program at 9:15 Eastern Daylight Time, 8:15 Central Daylight Time, through: 
| tre Ecosse u ok Chicago Se St. Louis 
eee Boston ee Pittsburgh a Detroit 
WRC...... . Washington 0 eee Buffalo wcco ... . Mols.-St. Paul 
WES -osanees Ciastlamati «=6©6WOG. ww wt ee Davenport asd» «wad Schenectady 


Write for illustrated booklet of Atwater Kent Radio 


ATWATER KENT MANUFACTURING COMPANY 


4736 WISSAHICKON AVENUE A. Atwater Kent, President PHILADELPHIA, Pa. 























Now batteryless, 


electric radio power 
A sensational announcement by 





oz 





A small-and compact. It 
The new Balkite * costs no more than ordi- 
line for 1927- 28 nary battery equipment. 
contains the most 3. BALKITE'B.” 
remarkable devel- | Prices of Balkite “B” 


Opments ever announced by a 
radio power unit manufacturer. 
It includes: 


1. BALKITE “A.” A complete, bat- 
teryless, electric radio power unit replac- 
ing “A” batteries entirely, and supplying 
filament or “A” current directly from the 
light socket. Consisting of a rectifier and a 
new electrolytic filter-condenser in one 
cell, it contains no battery in any form. 
It operates only while the set is in use. Its 
constant uniform output is at all times 
equal to that of a fully charged storage bat- 
tery. It has no tubes to burn outor replace. 
It is no larger than a medium sized “A” 
storage battery. It costs no more than or- 
dinary battery equipment. 


2. BALKITE “AB.” A complete, bat- 
teryless, electric radio power unit replac- 
ing both “A” and “B” batteries, and suv- 
plying both plate and filament current 
directly from the light socket. A combina- 
tion of Balkite “A” and “B” in one hous- 
ing, it contains no battery in any form. 
It operates only while the set is in use. It is 


FAN STEEL 


Bal 





Electrical Goods Section 


have been drastically reduced. The 
popular “B”-W for sets of up to 90 volts 
is now $22.50. Balkite “B”-135, a new im- 
proved model, output 40 milliamperes at 
135 volts, lists at $32.50; B-180, output 
55 milliamperes at 180 volts, at $39.50. 
Balkite now costs no more than the ordi- 
nary “B” eliminator. 


4. BALKITE CHARGERS. Prices of 
Balkite Chargers have also been radically 
reduced. Model “J,” the standard high- 
rate charger, is now $17.50. Model“ N,” 
a new trickle charger with ratesof .5and.8 
amperes, lists at $9.50. Model “K,” the most 
popular of all chargers, now lists at $7.50. 

Balkite has long been the leader in the ra- 
dio power field. That leadership has been 
built on quality. Now to quality have been 
added developments making Balkitesensa- 
tional. To both have been added low price. 

The new Balkite line enables you to 
turn the greatest demand in radio today 
—the demand for electric radio power— 
into profit. It is one of the most desirable 
lines in the entire radio field. Fansteel 


Products Co., Inc., North Chicago, Ill. 


kite 


‘Radio Power Units 
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To meet TODAY’S merchandising conditions 


1. Eleven models, many offering all the following © True single dial tuning and modulating controls. 
features, ranging in price from $45 to $1000. 7. Phonograph record electrical amplifying system 
2. Table, floor and authentic period furniture models. incorporated in receivers accommodates the 
3. Cone and horn speakers meeting today’s require- Splitdorf Bi-Radiophone* pickup. 
ments. 8. Adequate national advertising and dealer sal 
4. — system of audio penepeaee et Na me helps. . — 
yielding surpassing quality of tone ranging from ° , . 
16 to 10,000 cycles—entire range of audibility. 9. oe ‘ — cali ti See ai 
5. Hilograd system of radio frequency amplification General Electric Co., Westinghouse Electric & 
yielding equal power over entire broadcast wave- Manufacturing Co., and the American Telephone 


band. & Telegraph Co. 


Some valuable jobber territory still open—correspondence solicited 


SPLITDORF RADIO CORPORATION 


| Subsidiary of Splitdorf-Bethlehem Electrical Co. 
* Trade-mark NEWARK, NEW JERSEY 
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Registered Trade 
Mark, symbolic of 
the sturdy depend- 
ability of Gold 
Seal Radio Tubes 





| The Trade Mark of 


POWER 








—the profit-power of these superior quality Se ae 
tubes—the quick selling power of aggressive valuable territory 
. a ee sti opelti. rl 
national advertising and merchandising — the for details of our at- 


tractive proposition. 


business-building power of uniform reliability 
backed by a worth-while guarantee. Gold Seal 
Radio Tubes are made in our own plant, the 


largest American factory devoted exclusively to | 
radio tube manufacture. You can bank on their O78) | ra ~ 
reputation—it means permanent profits for you. | | 


GOLD SEAL ELECTRICAL Co. WAZULOM ETT: 


INCORPORATED 


250 PARK AVE.., NEW YORK 
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All 
Standard Types 





Type GSX-213 
Rectifier tube, designed 
to accomplish full wave 
rectification of alterna- 
ting current (a.c.) to 
direct current (d. c.) 

List price 85.00 





Type GSX-216B 
For use in battery elimi- 
nators to rectify alterna- 
ting current — advanta- 
geous in supplying the 
higher current required 
by power tube equipped 
sets. List price 87.50 





Type GSX-20la 
and Gs-20la 
The popular general pur- 
pose type, for amplifier 
or detector. Long life 
and high efficiency. 
List price $1.75 





Type GSX-171 

High power tubes for use 
in last stage of audio am- 
plification give increased 
volume. TAat price 84.50 











Mohawk settles the question of 


AST year, with the best one-dial set in the 
world, with cabinets and consoles of splendid 
design, and with prices that established unbeat- 
able values, Mohawk amazed the radio world, 
wiped out traditions, and began a spectacular 
march to the front rank of the industry. This 
year, with a set that has 24 major refinements 
over last year’s great set, with cabinets and con- 
soles that completely eclipse the beauty of last 
year’s models, e::d with prices that definitely stop 
competition, Mohawk settles the question of radio 
leadership in 1927-28. 





IROQUOIS CONSOLE - Rich walnut, hand- 
rubbed, piano-finish, duo-tone, with apron maple 
spindle-carved, four turned legs, battery compart- 
ment with front removable panel, with built-in 
patented pyramid loudspeaker with tastily de- 
signed Burgundy red silk-backed grill, with set 
compartment accommodating Mohawk inter- 
changeable battery or electric Drawer Unit. 
Dimensions: 4734 x 2344 x 154% =a 

+.» & ae 120 


Risen, 
Building Them Better 
Pricing Them Lower 


Selling Them Faster 















SEMINOLE SPANISH VAR- 
GEUNO CONSOLE—A superbly 
unusual Mohawk Creation. Com- 
plete in every detail of design, origin- 
ality and construction. Dimensions: 
45% x 36x Winches. List . $245 





HIAWATHA CONSOLE—Pier creation. Rich walnut, hand-rubbed 
piano-finish, duo-tone, hand-carved Chippendale legs, trimmed in curly 
maple, battery compartment with front-removable panel, with built-in 
porated pyramid loudspeaker, with tastily designed Burgundy red silk- 

acked griil, with set compartment accommodating Mohawk inter- 
changeit battery or electric Drawer Unit. Dimensions: 60 x "7 3. e 
inches. ace or 
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Se 4 PAWNEE CONSOLETTE — Rich walnut, 
Ven E>’ hand -rubbed, piano-finish, duo-tone, with 





7 * apron maple, spindle-carved, four turned legs, 
-. battery compartment with front removable 
panel but without speaker compartment or 
speaker, with set compartment accommodating 

ohawk interchangeable battery or electric 
Drawer Unit. Dimensions: 385%x 19%x 13% 
CT. oe sg og 6 ge + ee 


hg 
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CORTES CONSOLE — Castilian strut-legged creation. Rich walnut, 
hand-rubbed, piano-finish, duo-tone, fcur turned strut legs, with hand- 
wrought iron polychrome-finished center stretcher, battery compartment 
with front-removable panel, with built in patented pyramid Loud- 
speaker, sliding, disappearing type arm rest, receding. Castilian -de- 
signed, Burgundy red silk- backed grill, Console trimmed with curly 
maple, with invisible type hinges, with set compartment accommodat- 
ing Mohawk interchangeable battery or electric Drawer Unit. Dimen- 
sions: 48% x 24x 15% inches. List es ae 


MOHAWK 


Established 1920 


CHICAGO 
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S 


CORPORATION 
OF ILLINOIS 


Independently Organized 
in 1924 > 


ETTLE the same question in your locality. 

Dominate your market with the mighty 
Mohawk line. Cash in on the tremendous mer- 
chandising value of the exclusive Mohawk in- 
terchangeable drawer set. Share the success that 
was enjoyed last year by every Mohawk distrib- 
utor and dealer that pushed the line and used 
the support we gave without stint. Write today 
for the story of the most definitely valuable fran- 
chise in the industry. 


MOHAWK CORPORATION OF ILLINOIS 


Established 1920—Independenily Organized in 1924 
2214 Diversey at Logan Boulevard, Chicago 





—— — 


CHEROKEE TABLE CABINET—Rich walnut, 
hand-rubbed, piano- finish, duo-tone with maple 
overlay on end pilasters. Full piano-hinged. Dimen- 
sions: 1714x12x10! inches. List . . . $65 




















CHIPPEWA—tThe famous radic-history making 
Chippewa. The standard One-Dial Radio Console. 
The favorite, fast-moving seller of the wide-awake, 
progressiveradiodealer.List . . . . . $110 


Prices slightly higher west of the Rockies and 
in Canada 





Whata range/ | 


1 Operates from wall outlets 


2 Cooks with super-heat speed 


3 Occupies no more room 


than a kitchen chair 


4 Costs no more than a 
good vacuum cleaner 


Doubles and trebles Your Market 


LECTRIC ranges have been on the market 
for years but up to now there has never 
been a satisfactory range at a popular price. 


That’s why the Wilwear Super-Heat Range 
doubles and trebles your prospects for range 
sales. At last, there is a range that belongs in 
the same popular sales class as washing ma- 
chines and vacuum cleaners. 


Here are the reasons behind this very im- 
portant statement: 


Speed — The Wilwear, although operated from wall outlets, 
cooks anything any stove can coo 
with super-heat speed. 


First Cost—The Wilwear sells 
complete for $59.50—no more 
than a good vacuum cleaner. 


Convenience — The Wilwear oc- 
cupies no more room than a kitch- 
en chair. No home is too small 
to be without it, — no home too 
big but that it makes an ideal ex- 
tra range for cool, clean econom- 
ical cooking. 


4-Way Turnover—But the big- 
est sales feature of the Wilwear 
is its “4 Way Turnover”. Here is 


SUPER-HEAT-PLATE 


Of pearl-grey porcelain; two heating units; 
one giving heat at 440, 660 and 1100 watts 
for high-speed cooking in half the time. Re- 
versible switches prevent overloading. 


a range that is unique in that you can sell (1) ny the 
Super-Heat- Plate; (2) the oven alone; (3) the oven and base 
together; (4) or all three in combination. 


¢eAn Ideal Load -Builder 


You can readily see why the Wilwear widens 
your range market. It educates your customers 
up to a complete electric range. 


Many of the biggest public utility companies 
are profitably pushing the Wilwear. They see 
in it a quick seller that builds up the load four 
to five times faster than most appliances. 


To interested marketers of electric appliances, 
we will gladly send an illus- 
trated broadside that tells 
the complete Wilwear 
story, and explains in de- 
tail the advertising cooper- 
ation offered. Write for 
your copy today. 


RISDON MFG. CO. 
Waterbury Branch: 


WATERBURY, CONN. 
200 Fifth Avenue, New York 
53 W. Jackson Blvd., Chicago 


THE SUPER-HEAT ELECTRIC RANGE 
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Ke aie eee 


WHEN you be- 
come a CLEM- 


el ENTS Cadillac 
Dealer you are tying 
up with a concern 
which has a record 
of 17 years of fair 
dealing with the trade 
and a reputation for 
manufacturing 
cleaners of the high- 
est quality in mate- 
rial and workman- 
ship. 















Details and sales plans 











on request 


CLEMENTS MFG. CO.,607 Fulton Street, Chicago. Lit. 


Manufactured in Canada by Export Department: Pacitic Coast : 
on, Manufacturing Company, Limited 149 Sennieen, N. a G, B &. F. BS. Spencer, 929 W eth ‘Bt. 
Duchess St., Toronto, Ont. New York Distributor: Los Angeles, Calif. 
: H. M. Walter, 70 Fifth Ave., New York. Ray Bentley, 219 Worcester Bldg., 
i Portland, Oregon 
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{* Junior ~ : 
a9 { Whisk-Broom Size | oe 


Needs This Profitable 


Electric Vacuum ; Electrical Appliance 


An Ideal 
Counter 


Seller 


Presto-Junior is light—weighs 
only 3% pounds. You can put 
it right on top of a glass show 
case where every customer 
who comes in will see it. Most 
of them will want it demon- 
strated —and demonstrations 
mean sales. 


Our 
National 
Advertising 


is bringing us 


hundreds of inquiries 





Presto- Junior Dealers 


are given these leads immediately 


Surely you want to get your share of this desirable, profitable 
business. The demand for Presto-Junior is growing every day. 
Women, and men tgo, realize that it fills a need which no other 
type of vacuum cleaner covers. Easy to handle, powerful in 
suction, equipped with strong motor-driven brush which digs 
out imbedded dirt, Presto-Junior is most useful around the home, 
office and automobile. 


It is durably and scientifically constructed by a manufacturer with 
twenty-five years’ experience in the electrical appliance field. 
You'll find Presto-Junior a prestige builder as well as a money 


maker for you. Order from your regular wholesaler, or write us 
for name of Jobber handling Presto- Junior. 


METAL SPECIALTIES 
MANUFACTURING CO. 


338-352 No. Kedzie Ave. Chicago, U. S. A. 





Approved by 
Good Housekeeping Institute 
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HARDWARE 


For the Electrical, Lamp and Radio Departments 





June 23, 1927 

















. Section Two 
In This Issue— 
Editorials 23 
Advertising Copy and Space Sell Electrical Goods 16 Good N ews 
This article of the series by Guy Hubbart is informative, O much good news developed at 
it is alive with good suggestions and it points out some ; ; 
errors of common practice. Also it is entertaining. You the fiftieth annual convention 
a will enjoy it and at the same time profit by reading it. of the National Electric Light 
ss When—If Ever—Anything Happens to the Appliance 20 Association that we cannot tell al of 
. H. J. Francis, who had much experience investigating com- it to you in detail. But the spirit 
= plaints that came to merchants who sell major appliances, of cooperation was there, and we be- 
se tells how simple were most of the corrections. Common lieve that in time this spirit will 
sense is the chief requirement of the man who does service poy : 
work. settle from the leaders of the indus- 
. ‘ P is anager 1 
4 Selling a Successor to Katie 30 try to the merchandise manager In 
ay a a your town. 
a Do you ever read fiction —the constructive kind? This : —o 
s pleasant story is founded on fact and the only reason The light and power company lead- 
ee that it is not often true in real life is that salespersons ers now admit that the aggressive, 
ie do not grasp the opportunity. competitive merchandising idea is 
ELECTRICAL GOODS IN PICTURES wrong. That in all probability the 
5 $15 for a Title for This Picture 27 merchants who sell housewares, who 
a The Westinghouse National Display 28 have a considerable store traffic, who 
: Selling a Successor to Katie 30 have many shoppers in their stores 
When Merchants Campaign an Appliance 32 looking at various articles to see how 
" Suggestions for a County Fair Display 34 they can best spend their money for 
: Suggested Cure for the Just Out Article 18 beauty and comfort in their homes— 
a This is a method of merchandising whereby the number of will sell more electrical appliances 
3 items carried in stock is reduced, and the amount allowed than the more or less isolated light 
3 for department stock is put into a larger number of and power company store. 
e numbers sold. ah : ; 
The spirit at this convention was 
More and Better Sales by Better Salesmen 24 much in keeping with the sentiment 
Another of Mr. Chantler’s cartoons that has a selling lesson and policy expressed by C. J. Eaton 
EEE TE AE in the last issue of ELECTRICAL 
Doubling on the Washing Machine Display 19 Goops. »Mr. Eaton is a leader of 
The Textile Department wanted to prove how good were advanced thinking in his industry. 
some new prints they were putting on sale, so they washed 0 f ieee h 1] ‘ 
" samples for hours and hours in the demonstration ma- — a Ces Seees Se Vea oe 
: chine. The women looked and asked questions and then many appliances writes: 
J bought—which makes for a good display. “The article by Mr. Eaton made 
e After the Radio Trade Show 22 me feel better. I just knew that all 
4 Mr. Sinsheimer makes some of his usual good suggestions of the utilities companies were not 
; for building up a better business during the dull months. so selfish and prejudiced as the one 
r New Goods 40, 45, 48 here.” 
: Electrical News Briefs 44 , It ag will “ — wuts 
. . ore e new spirit of cooperation 
| Title Contest Award ~ that has so firmly taken hold of the 
: industry leaders reaches the small 
; GEORGE H. GRIFFITHS, General Manager companies in some sections, but we 
-FRANK E. WATTS CLYDE JENNINGS believe it will get there—because it 
Manager Editor means better business for all con- 
ARTHUR SINSHEIMER cerned. 


Radio Editor 
Publishing Address, U. P. C. Bldg., 239 W. 39th St., New York City 
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—in unit-sales to date 
—in dollar-sales to date 


—in profit to dealers 


Hoover leads 
—in dirt-per-minute 
—in prolonging rug life 


—in cleaning-service-per-dollar 


—in national prestige and popularity 


—in awards and prizes 


—in every department of cleaning efficiency 


? g F ¢ 


The whole story is on pages 
42 and 43 of this magazine 


TURN and READ! 
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Sincerely Seeking a Basis of Mutual 
Benefit in Business 


™BRADE relations—by which is meant the feeling existing between the light 
= and power companies and merchants selling electrical appliances and 
wiring supplies—was a leading topic at the fiftieth annual convention of 
the National Electric Light Association at Atlantic City, June 4 to 9. 


D. F. Kelly, president of The Fair, Chicago, was a guest of the conven- 
tion, invited there to tell the delegates what a department store is, how it operates, 
why it follows certain policies and its attitude toward merchandising practices of 
light and power companies. At the close of his informative and somewhat critical 
address, Mr. Kelly invited the N. E. L. A. to name a committee to confer with the 
National Retail Dry Goods Association to discuss means and methods of creating a 
better situation as to the sale of electrical housewares. 


Mr. Kelly implied in the wording of the invitation that he expected acceptance 
and he virtually pledged that if such an understanding is made effective, the in- 
crease in appliance sales would exceed the increase the light and power com- 
panies have set as a goal. 


Echoes of the conference between the National Retail Hardware Dealers Asso- 
ciation and representatives of the N. E. L. A. held in Chicago last March were heard 
on all sides. C. E. Greenwood, chairman of that conference, reported many details 
of the meeting to the convention. 


He reminded the convention “there are approximately 16,000 hardware stores, 
doing a gross business of over $20,000 yearly, that are selling electrical goods 
and of this number approximately 60 per cent sell a complete line of the ten better 
heating apphiances. The executives of the Hardware Dealers Association as a result 
of our conference have submitted for our attention ‘Suggested Standards of Prac- 
tice for Public Service Corporations’ and these are to be submitted to their own na- 
tional convention later this month.”’ 


Mr. Greenwood expressed confidence that an understanding will be reached in 
the near future. A “Suggested Standard of Practice for Merchandising by Public 
Service Corporations” drafted by the committee of the N. E. L. A. was not brought 
before the convention, but a comparison of the suggestions first by the Hardware 
Dealers and second by the N. E. L. A. Committee leaves little doubt as to the cer- 
tainty of an agreement. : 


Another very forceful presentation of the merchandising situation was made by 
J. A. Fowler, an electrical contractor and dealer of Memphis, a former president of 
the Association of Electragists International. Mr. Fowler’s manner of presenta- 
tion won long and hearty applause for his indictment of present and past practices 
of merchandising. He also gained applause for his plea for effective action on what- 
ever statement of policies was adopted. He summed up the situation in this way: 


“We know that this convention and this Association can draft statement of pol- 
icy, but we also know that it is the local light and power company that must make 
this policy effective.” 


We believe that the sincere men in the N. E. L. A. will draft a fair policy state- 
ment. We hope that this policy can be made effective locally and that the local 
housewares dealer will be quick to turn to his advantage the fairer competi- 
tion that will result. This is the goal ELECTRICAL GoopDs has been working toward 
from the inception of this publication. 








Advertising Copy and Space 


How to Make Them Sell Electrical Goods 


“W hat will electrical appliances do for me?” 1s the question 
in the housewtfe’s mind, and to make her 


By Guy Hubbart 


points, half of which are sell- 


ing points and half telling points. 


Selling points come from the goods; telling points 
An electric iron, for ex- 


come from its use or utility. 
ample, may have these points: 

(1) A special kind of handle 

(2) A special size or shape 

(3) A certain kind of heat unit 

(4) A special weight, either 
heavy or light, and 

(5) Be finished in a certain way. 

These are merchandising points, 
selling points. They give the iron 
its nature and form the basis by 
which the store specifies the kind 
of electric iron it carries in stock. 
The customer’s interest in these 
points is just as real as the store’s 
interest, but the customer does not 
stock irons to sell, she buys irons 
to use. When she reads an ad in 
which this specific iron is de- 
scribed, she looks for points that 
are familiar; she looks for telling 
points, in other words. 

Here are the telling points that 
correspond to the selling points 
outlined above: 

(1) The handle of the iron fits 
the hand 

(2) This iron has just as much 
surface as a 6 lb. iron, but weighs 
only 3% Ib. 

(3) Has an improved terminal 

(4) Highly nickled surface, and 

(5) Disconnects at a certain 
heat. 

Electrical goods merchants, like 
any other kind, are often too busy 
buying goods and attending to 
store operation to give sufficient 
thought to the copy they put into 
advertising space. They turn the 


important job of copy writing over to a junior clerk, 
to the bookkeeper, or do it themselves at odd moments, 
and when copy is written in odd moments it is odd- 
moment advertising as a rule, just a collection of words 
that no one will read except possibly the man who wrote 
it. And quite often the only effect it has on him is to 






buy the query must be answered 


VERY electrical appliance has make him cry or laugh, depending on 
from five to ten advertising 


his temperament. 


Department stores, 


better ones, have developed copy-writing to a point 


@ 
RULES FOR 


ELECTRICAL APPLIANCE 


COPY WRITER 


Keep in mind that copy to be 
etifective must reflect the custom- 
er’s interests, not the store’s. The cus- 
tomer thinks of goods as something to 
use, not something the store wants to 
sell. 


Describe what your goods will do 
is for the customer. Try to tell what 
it means to a family to have time-saving 
and labor-saving appliances in the home. 


Speak of price but do not feature 
3. it as the only reason a customer 
ought to come into your store. Price 
is a measure of value, it is not a reason 
for buying goods. 


Put ideas into the copy, not merely 

, descriptions of how the goods are 

made or how they look. An idea is a 

suggestion about how to use an item 
or about what it will do. _, 


Describe the item as it really is— 
5. not as you would like the customer 
to think it is. In other words do not 
mislead the customer. Misstatements 
lose trade, truth makes trade. 


Try to put yourself in the custom- 
6. er’s place when you write copy. 
Try to see the customer’s need for a 
good coffee percolator, not your own 
necessity for selling a percolator. 


& 
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where every word is an investment in more business 
and better business. 


This is because the department 
store recognizes that advertising 
actually sells goods and that the 
better the copy the more it sells. 
Electrical goods stores, especially 
those located where they can use 
city circulation, can get just as 
much out of good copy as the de- 
partment store, and some of them 
do. 

Others do not—mainly because 
they hold the viewpoint outlined 
above; that is, that any kind of 
copy will do. 

“How do you decide on when 
your store needs an ad?” a ques- 
tion recently put to the managers 
of several electrical goods shops in 
large cities, was answered this 
way: 

“Oh, we watch So and So’s store 
and when they run an ad we put 
the same items in a bigger space 
and run it in another paper. 
There’s always some stuff here we 
can feature at a price, etc.” 

It seems odd, but this store has 
a heavy stock and features win- 
dows full of cut-price items. And it 
isn’t a junk shop, either. It’s a fine 
looking store with a good location. 
Another answered the query this 
way: 

“Well, you see, this town has 
too many electrical goods stores. 
It isn’t any use to pay out money 
for newspaper space. Only lets the 
other fellow know what you are 
stuck with. People don’t need to be 
told to buy electrical goods. They 


buy them anyway when they want them.” 
They surely do. 
that advertises its wares. 
Another store manager answered that he advertised 
when a new lot of goods came in and when stock 
showed signs of getting heavy. Still another answered 


But of some other store and one 


especially the 









AR, 
oe 
aes, 
vey 














D+ 
hrs 
FA 














the question regarding its advertising, this way: 
“We advertise a special sale about once a month, and 
we do it whether we need to or not. Keeps our name 


before the public.” 
The best answer was made by a store manager in th 
way: 
“Our store carries 
only certain lines, those 


is 











ebonized handle, round brass terminals, tip-up 
stand, 6 ft. of cord and two-piece attachment plug. 
Regular $4.50. Birthday price $2.25.” 


These pieces of copy lack just two points of being 


extra good. They describe items in such a way that 
the reader can see what kind of goods are offered for 


sale. In other words, 
they describe the selling 





we can sell fastest and * = points, and in the waffle 
at the best profit. When at KERRISON S PR ce nym iron copy there is the 


Says it’s the Best Place to 


we see sales running a 








us, co if you cannot come te the store, 
write up. 


beginning of an idea— 








little ahead, about every Confidence of M ost of the People “makes a delicious, nice- 


eight days, we use small - Confidence in Quality... . Confidence in Service . . Confdence in Price 


ly browned 7-inch waffle 
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most wanted items, and | oan int lime “FLOOR COVERINGS ETC. | could have been com- 
all we do is tell the sadunines : __ ron estimare | pleted by using these 
name of the item, its Easter the Time When the Home Should Look Its Best words — “and everyone 
price and a few words ean herk to the Home-Coming of Relatives and Friends knows how good hot 
about its use and how it ig Things brown waffles taste. 
helps the womenfolk Curtains~ Hangings They taste twice as good 








The Most Quality for the 
Price 


keep house; or if it is ie ad ara, Fogger Soma when cooked by elec- 

radio, how easy it is to Tay — ting with wide ral eee tricity.” 

bring music and diver- ke Sangean ey The toaster copy 

sion into the home.” = gg i could have been made 
This merchant is close Filet Nets tn cream and Cretonnea—t ii pa twice as forceful by a 

to the right idea in two | acta wd 35¢" $1.00 Sir. $1.50 line like this — “Thin 





New Cretonnes 25c and 35c 



















































































ways: He _ advertises — _ gE toast, hot and brown, 
when business is good, , [ LINOLEUM = ret es buttered while hot, is the 
showing that he instinc- eer A = ll most popular breakfa: 
tively Rat what <1 nenwwyes rh k bread oe lene 
makes advertising effec- $9850 pl ‘$1.00 aaron toast while ‘wont 
tive, which is demand ee on nang =| eat.” 
for goods; and he tells ERS enn et : Pn ope And at the end of the 
what the goods are hsnnsinameninnmetene Ogres beet ag iron copy this kind of 
riced at and why the . : ’ : : idea w ase in- 
an needs them which ——-e Kerrison’s Quality Linens cca a ie eee 
’ jeedle-work Department F er = 210 Ss. 
. . or eee 
is the real basis of good Pe pumesswaen 2 Caster Festivities not the person who 
copy. Stamped Breakfast Son veehees, ied ny ee irons them, gets the full 
Ideas Make Copy Pull Fined 17> Brice se forre nae n power of the heat.” 
. ; : Models, (2 rrice —DAMASK CLOTH . . 54-inches, Women know that 
H th d fine quality, neat designs, each, $1.38. - 2 R jf 
— — ree de- Boory Bowe Con tvs Gus —DAMASK RUNNERS. 1.x ironing with a sad iron 
scriptive pieces of copy $7.50 to $17.56 mm py eb is a hot, tiresome job. 
clipped out of a current sade * fate to Bae pion _.. eget They will remember a 
ad of a department eae mene piece of copy that points 
np Each description out how to iron cool and 
ad a suitable illustra- easv 
tion with it, and was This ad tells a direct selling story and is a good example The two main points 
carefully set in clear’ of the proper amount of space for electrical goods and __ oo f weakness in the above 
type: allied items for a single day’s advertising. It sells goods _ piece of copy is the com- 


“Electric Waffle Iron 
—makes a_ delicious, 
nicely browned 7-inch 
waffle in a minute. Makes all waffles uniform and 
even. Well built, attractively designed and hand- 
somely nickel plated. Complete with 6 feet of cord 
and 2-piece attachment plug. Reg. $7.50. Special 
price $4.95.” 

“Big Ben Toaster—Large toaster, nickel plated 
with Nichrome element. Will toast any size of 
bread. Complete with brass terminals and 6 ft. of 
cord. Toasts rapidly. Regular $3.50. Anniversary 
special $2.65.” 

“Electric Iron—An evenly balanced, highly nickel 
plated iron weighing 6 pounds. Equipped with 
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and builds goodwill, and any ad as well merchandised parative price “Regular 
will do the same thing for any store $7.50, Special $4.95” for 


the waffile iron; “Regu- 
lar $3.50, special $2.65” for the toaster; “Regular 
$4.50, special $2.25” for the iron. 

The customer is likely to ask “Why the reduction? 
Is there a defect in the quality? If the waffle iron is 
worth $7.50 is the store making us a present of $2.55? 
Or is the iron so poor a seller that the store must re- 
duce the price to get rid of it?” 


* Comparative prices cause the customer to doubt, 
then to read other store’s ads and finally to shop. 
around before she buys. That is all it does. It 


(Continued on page 26) 





One Cure for “Just Out” Evil 


This Merchant Has Cut Down the Number of Items but Has Not 
Lessened the Amount Invested, So He Can Buy 


Twice 


as Many of the Numbers Offered for Sale 


66 E are eliminating all price 

\ \ competitive items from our 

electrical goods stock. Pre- 

viously we have been selling the 

Black line, the White line and the 

Red and Blue line. Now we are 
going to sell the Smith line.” 

It is the buyer of a large elec- 
trical goods department speaking. 
He is well into the experiment, as 
you will learn by reading what fol- 
lows, and in something more than a 
year we will be able to tell you how 
the experiment succeeded. The store 
will not know for more than a year, 
because all comparisons in this store 
are made on the same month of the 
year before. 

A comparison of May sales with 
those of April mean nothing in this 
store. The experiment was well 
under way May 1, so the comparative 
data will begin with next May’s sales. 
Other comparisons are regarded as 
interesting but not sound. If a net 
operation is a startling success or 
a terrible disaster; this can be 
learned without comparisons. 

It might be injected into the story 
right here that this store does not 
expect anything startlingly good or 
bad from any plan of operation. In 
the many years of experience, its 
leaders have learned there are no 
trick plans, no startling innovations 
in merchandising. These leaders be- 
lieve they are smart enough to avoid 
blunders. So they expect to measure 
gains by small percentages, for the 
reason their territory is well defined 
and unlikely to fall onto a boom 
period. 

Now back to the subject. Again 
we say this is a large department but 
all that is said about it is equally 
applicable to a small department. 
Smith is used as the store name. All 
figures are fictitious, even to prices 
but they will serve as a basis of com- 
parison. Now let the buyer talk: 

“We really handled four complete 
lines of heating appliances. On com- 
paring these items we found that 


each manufacturer had apparently 
sought to duplicate, at least in price, 
the items put out by others. That 
gave us equally priced items in dif- 
ferent lines—often four of them. 

“What we have done is to select 
from all lines the items we think are 
the best value and discard the other 
items. 

“For instance, we had six toasters 
selling at $5. It was an ordinary 
occurrence before for the customer 





HERE are, obviously, two 
sides to the merchandising 
idea set forth on this page. 

Some merchants prefer to buy 
one line and stand pat on it, es- 
pecially if the price range suits 
their trade. 

Others prefer two lines to get 
the price range. 

Still others like to select each 
item, as in this case. It is ob- 
vious that no merchant can stock 
all lines of appliances complete. 

Where do you stand? 





to become confused and ask ‘Which 
of these is the best? 

“Now we have one toaster at that 
price. The others are either priced 
higher or lower. We kept the White 
toaster. If the woman asks for the 
Red and Blue or some’ other, the 
salesperson says to her: ‘We carry 
only this toaster. We have had 
others. We have examined closely 
every toaster of this price on the 
market. This one is our selection. 

“*We know toasters. We judge 
them in practical experiments for 
work done and for current consump- 
tion. We send them to a testing 
laboratory for other tests. We think 
you can trust us to select a toaster 
at this price for you.’ 

“By this selection we build a repu- 
tation for ourselves. Our electrical 
goods will become our own in reputa- 
tion. 

“We have reduced the number of 
items in stock from 300 to 140 but 
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we have not reduced the amount of 
stock, for we are going to buy more 
heavily of the items that we carry. 

“The total amount of stock carried 
previously was based on turnover, 
not on items. We will continue that 
method of stock limit. By this meth- 
od of stock keeping we will have 
practically twice as many of an 
item on our shelves. This will help 
us to have in stock the thing the 
customer wants. 

“Before it was easy to let the $9 
percolator of the Black line run very 
low or even out of stock, for we 
thought we could sell the $9 White 
percolator to any one inquiring. We 
did not always succeed and probably 
lost many sales. There are always 
other stores that are not ‘just out.’ 

“The buying task is simplified. 
Now the salesman who comes to me 
can do one of two things: 

“He can show me an item at a 
price not covered in our present list 
or he can show me a better and more 
salable item than the one I have at 
his price. 

“If he cannot do one of these two 
things, he cannot make a sale. When 
he does make the sale, it will really 
mean something to him as his item 
will become an item in the Smith 
line—not merely something that we 
offer for sale. 

“In the case of irons, we had a 
long line at $6. Now we have fewer. 
Each has its selling point—different 
shapes, heel rest, adjustable heat or 
so on. If a salesman comes along 
with another idea on an iron, we are 
open to a sale. When there are dis- 
tinct talking points, we do not con- 
sider the merchandise competitive, 
any more so than the gas engine and 
electric motor are competitive.” 

And here the story ends for the 
time being. After a few weeks of 
trial, the backers think the advan- 
tages are greater than the disadvan- 
tages. They think they are on the 
right track. Perhaps we can tell you 
the rest of the story sometime. 
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Demonstrate Dress Goods 


CAO ® 


Practical dye and texture 
tests in glass tub machine 
add to interest and draw 
two kinds of prospects. 
COOP 


ASHING piece goods to 
\ \ prove texture and dyes is 

proving an excellent occu- 
pation for the demonstration washer 
in the Daniels & Fisher store in 
Denver. When a new line of piece 
goods is put in stock, some of it is 
sent to the washing machine depart- 
ment. 

The department maintains a glass 
tub washer that is in operation from 
the time the store opens until it 
closes, practically eight hours a day, 
in order that people may see the 
mechanism in operation. 

Someone in the textile depart- 
ment of the store noted this ap- 
parent waste—from a utility, not 
sales, point of view—at a time when 
the textile salespeople were wonder- 
ing just how fast was the dye in a 
new shipment of piece goods. 

So several pieces of this goods 
was sent to the washer department 
and put into the machine. These 
pieces were washed eight hours, 
ironed on an ironer in the depart- 
ment, and used as a part of the show 
window display for this line of dress 
materials. 

Next came a 48-hour demonstra- 
tion. The same pieces were washed 
every day for a week. These, too, 
were used to demonstrate the color 
and texture qualities of the goods, 
and women did not fail to appreciate 
what it meant to see goods that had 
been washed for 48 hours. 

These tests work both ways in 
finding prospects. Women who come 
to see the washer, when told of the 
textile experiment under way, are 
impressed as to the quality of the 
piece goods and go upstairs to see 
it. Women who come to see the tex- 
tiles and are shown the 48-hour 
washed samples are impressed about 
the washer as well as the cloth and 
zo downstairs to see the washer. 

All of this is added benefit, for 
when Robert E. Anderson, manager 
of the washer department, spent $50 
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Washer 


At 


eeerer reer? 


mee , 


to build the special demonstration 


stand, he had nothing of this kind 
in mind. He had found a place on 
the staircase entrance to the base- 
ment a spot that seemed to be ideal 
for a laundry equipment demonstra- 
tion. 

He had the store shop build a 
stand elevated about 18 inches above 
the floor, to make observation of the 
action in the glass tub easier. The 
connections are nickeled pipe. The 
work is well done and makes an ex- 
cellent appearance. The background 
is made with more washers, ironers, 
kindred articles and appliances— 
hooking up with both the laundry 
and electric influence of the washer. 

Everyone who enters the depart- 
ment must see the washer and, nat- 
urally, people stop to see what the 
commotion is about. There is no one 
stationed there to keep people away, 
but salespeople in nearby depart- 
ments have instructions fo watch 
and make note of interested ob- 
servers. 

The Daniels & Fisher Stores Co. 
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Same Time 





enjoys a lively trade in washers, and 
this demonstration was very satis- 
factory before the piece goods dem- 
onstrations were begun. Now it has 
a double kick to it. 

The idea here is, of course, merely 
a double display. The one space, in- 
stead of being devoted only to a 
washing machine, is used to pro- 
mote two departments. In each case, 
the department is given the benefit 
of a display that is more interesting 
than if the demonstration was con- 
ducted for only one of the depart- 
ments. 

Everywhere, today, good mer- 
chants are studying display meth- 
ods. All merchants believe that the 
display is the paramount question 
in selling goods. 

More and more as the diversity of 
merchandise increases, the buyer 
acts on impulse. Merchants do not 
advertise so much to sell a single 
item, as to get people to come into 
their store and look over the display. 
If they get the people, they risk the 
sale. 





IF You Have a Motor Complaint 


3y H. J. FRANCIS 


Merchandising Counselor on Motor Appliances 


ANY dealers, conscious of a 
Mice of knowledge of all the 
elements entering into a me- 
chanical and electrical consideration 
of the selling of electric home ap- 
pliances, have followed the recent 
articles on that subject in this maga- 
zine. It is desirable, before entering 
into a further discussion of the sub- 
ject, to point out that this review of 
troubles that may possibly occur, and 
the best means to prevent or cure 
them, is not a recital of probabilities. 
There are few motivated products 
sold to the general public in such 
great quantities, and yet. with so 
little instruction as to the nature of 
the article or its proper use, as the 
motorized home appliance. And cer- 
tainly, in the face of such conditions 
and a common lack of information 
on the subject even by the sellers 
themselves, these devices are superb- 
ly free from trouble. 

Even if a dealer knew absolutely 
nothing of the problems involved, 
nor attempted to put himself in 
command of such knowledge, the 


percentage of service calls would be. 


quite low. But it is to enable the 
dealer to prevent the unnecessary 
and foolish service calls that these 
discussions have been written. 

It is the old story of an ounce of 
prevention being worth a pound of 
cure. And while most of the diffi- 
culties, as well as the manner of 


avoiding them, have been extremely 
elemental, they have been thoroughly 
outlined so that the reader might 
avail himself of the information that 
must be otherwise obtained through 
the costly means of Trial and Error. 

Now, an appliance delivered to the 
purchaser’s home and operating sat- 
isfactorily from the start, will not be 
heard from again, nine times out of 
ten, until time and use have worn 
out some of the parts. After those 
years, the question is one of replace- 
ment rather than service. 

But occasionally a call will come 
from a recent purchaser for some 
one to fix the machine immediately. 
These calls are quite generally rush 
calls, because the housewife is usu- 
ally in the midst of using the device 
when it fails to operate, and she 
wants the repairs made at once so 
the half-done job—washing, clean- 
ing, whatever it may be—can be 
completed. 

The average hardware dealer or 
department store manager who has 
availed himself of recent opportuni- 
ties to add to his profit, through the 
addition of an electric appliance de- 
partment to his business, will ordi- 
narily not find it practicable to have 
either a service department or even 
one man whose sole time would be 
devoted to servicing appliances. 
Such a dealer will find some of the 
following facts of interest in order 


OH HOW FOOLISH OF ME/ , 
I'VE DONE THAT SO 
OFTEN WITH THE CAR TOO -_ 


Always be sure that the electricity is turned on and reaches the 
motor 


20 


AN’ YOU SAY IT 
NEEDS , 


1, JUST ADROP A 
, MONTH 


YE 


Lack of oil frequently causes the 
stoppage 


that he, himself, or any of his force 
may face motor problems’ with 
equanimity. 

The usual procedure of mechanics, 
of course, applies here. The service 
party’s first duty is to see that the 
device itself is running freely—that 
clogged mechanism, abnormal load, 
tight bearings, broken parts, or other 
extraneous reasons are not prevent- 
ing the operation of the machine. 

Obviously, the motor is designed 
and rated to do a limited amount, 
and if this load has been increased 
unduly, the appliance will no longer 
operate. If, however, no difficulty is 
experienced in moving the appliance 
by hand, the service attention should 
be céntered on the driving force— 
the motor. 

The first suggestion may seem 
ludicrously patent. Those inclined 
to scoff at the idea of seeing whether 
the electric current is still turned on 
at the switch are reminded of the 
prevalent failure of automobile en- 
gines due to lack of gasoline. Any 
experienced appliance dealer’ will 
vouch for the statement that many 
service trips are made with the: sole 
end of turning on the electric switch. 

Needless to say, it is well to look 
into this situation diplomatically, as 
most customers will resent the sug- 
gestion that they didn’t have sense 
enough to turn on the current. And 
if such be the sole trouble, there is 
little use in adding to the discomfit- 
ure of the user. 

If the switch appears to be on, the 
leads at the motor should be tested 
to see if the current is reaching it. 
This is done, as in the case of test- 
ing automotive ignition, by sparking 
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If the motor really 1s at fault, replace 
it and make repairs at leisure. 


the leads against metal surfaces. If 
no spark responds, the appliance be- 
ing serviced should be inspected for 
a cut-out switch with which many of 
them are equipped to prevent burn- 
ing out the motor. If this protective 
switch is off, reset it. 

When the usér overloads the de- 
vice another reason for failure to 
get current to the motor will lie in 
the fuse plug, which the dealer in- 
spected when he installed the device. 
Everyone answering a service call 
should carry a few extra fuse plugs, 
as it is but the work of a moment to 
replace the one that has burned out. 

Since fuse plugs are usually 
“blown” because extra load was put 
on the circuit, the servicing party 
should remain, after reconnecting 
the circuit with a new plug, to be 
sure it in turn will not be blown out 
by a permanent difficulty. Too many 
devices on the same circuit operating 
simultaneously, too great a load on 
one motor, or a short circuit will 
cause a continual blowing out of all 
fuse-plugs installed until the cause 
is removed. It is the service party’s 
duty to determine where the cause 
lies, and remedy it. 

In the case of overloading the cir- 
cuit, or one motor on the circuit, the 
correction is easy. If a short circuit 
exists in the wiring some place, a bit 
of tape to prevent the retouching of 
bare wires will be all that is neces- 
sary. If, however, the short circuit 
lies in the windings of the motor, it 
becomes a job for the local electri- 
cian to rewind the motor. 

Electrical motors used on appli- 
ances may be classified as with or 
without brushes. The majority of 
them, however, are equipped with a 
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pair of brushes which “ride” on a 
commutator (or collector ring). Cer- 
tain types of these brush equipped 
motors, as for example, the universal 
motor (operating on either direct 
current or alternating current), have 
a comparatively shorter brush life 
than other motors. 

However, the appliances which 
carry such motors are of the inter- 
mittent use type, and the life of the 
brushes is about the same on any ap- 
pliance. Dirt and grit, getting on 
the commutator, serve to wear out 
the brushes prematurely. If possi- 
ble, every dealer should supply him- 
self with a number of brushes to fit 
the usual motors on the appliances 
he sells. 

These brushes can be obtained in 
salvaging old motors, or a few can 
be ordered from the manufacturer 
of the device or the manufacturer of 
the motors. Local electrical estab- 
lishments also can usually supply 
these brushes, cutting them out of 
larger brushes, if necessary. 

Should the commutator have be- 
come pitted, it is a good practice to 
have some machine shop turn it down 
a bit, removing the rough surface. 
This prevents an early wearing out 
of the newly replaced brushes, saves 
future service calls, and promotes 
customer satisfaction. Except where 
local conditions have caused unex- 
pected wear on the brushes, and no 
further trouble need be expected, if 
such situations when they arise are 
handled in line with the above sug- 
gestions, prompt and permanent 
remedy will be afforded. 


—CERTAINLY A FINE MACHINE AN’ 


| PAID A GOOD PRICE FOR IT ‘) 
TOO, BLAH, BLAH, BLAH ETC.~— Ws9 





Should look well to the electrical connections. 
Should see if the machine ts overloaded or lacks oil. 
Should, 1f the motor 1s really at fault, replace 1t. 


The function of the brush, of 
course, is to carry current to the re- 
volving part of the motor—the arma- 
ture—where such part has the wind- 
ing of copper wire upon it. There 
is another type of washing machine 
motor which does. not utilize 
brushes, the windings being on the 
outside rim, or stator, of the motor. 
Being a stationary winding, the lead 
wires reach the motor windings di- 
rect, the revolving part being solid 
metal. 

Without going into detail concern- 
ing the theoretical and _ electrica) 
operating characteristics of a motor, 
these two elements comprise the mo- 
tivation of any electric motor. One 
part of iron and copper, the other of 
a specified number of turns, or wind- 
ings, of small copper wire. Either 
of these parts may be stationary, or 
rotating 

In the case of a short circuit in 
the winding of any motor, such part 
may be replaced completely, by in- 
serting a new armature, if available: 
or a new motor will have to be loaned 
the customer while the old one is 
removed and sent to an electrician, 
the appliance or the motor manufac- 
turer for a rewinding. 

These short circuits in the motor 
winding occur from the excessive 
heat having melted the insulation 
between the fine copper wires, or 
faulty insulation, or accident or 
foreign matter having destroyed the 
insulation. For instances such as 
these, a spare motor about the store 
is a great convenience in making it 

(Continued on page 53) 
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Often the trouble is caused by overloading of machine 
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Longer Radio Season Is 
Up to Merchant 


Manufacturers have done their part in announcing 
new models at Trade Show 
for summer trade 


By Arthur Sinsheimer, Radio Editor 


Radio Convention and Trade 

Show will be conceded to have 
been one of the foremost strides the 
manufacturers have sponsored for 
the good of the entire industry. 

How well the manufacturers and 
each of the distributive factors will 
cash in on the sales that the Chicago 
meeting was planned to create, can- 
not at this time be measured accu- 
rately but my guess is that the bene- 
fits to the jobber and particularly to 
the retailer, will be strongly evident 
during the summer. 

At least we have a condition creat- 
ed by the manufacturers themselves 
whereby their earlier production 
adds several months to the selling 
season. It might even be said that 
these extra months come in the 
summer period, which has hitherto 
been a dormant spot in radio sales. 
You can’t get away from the fact 
that new things have a fascination 
for the buying public and never was 
it more true than of radio. 


"  eacio is no doubt but that the 


Stimulus of New Goods 


So with new lines ready to be 
shown to your customers, it is bound 
to increase merchant sales over a 
period in which previously you found 
it very hard sledding, because you 
did not have anything new to offer 
when a sales stimulus was badly 
needed. 

And that’s not all. I think I can 
see even a brighter picture ahead. 
With every radio retailer in the 
country putting forth an extra effort, 
an increase in summer business is 
bound to be the result. Then you 
will have radio as a six or seven 
months’ business instead of a three 
or four month season, as it has been 
up to this time. 

Certainly if the Trade Show is 





instrumental in bringing about just 
this one condition it is worth all the 
time and attention that has been 
given to it. 

Those of you who have been in the 
radio business for several years can 
remember that September or early 
October used to be the starting point 
of radio sales and about the end of 
January the business dropped off to 
almost nothing and there it stayed 
until the next September. No one 
gave it a second thought and bad 
business was blamed on the season 
and seasonal difficulties. Everybody 
in the trade grumbled about it—but 
that’s all they did. 


Summer Sales Possible 


Then some few energetic retailers 
put on special sales stunts during the 
summer and proved that there was 
business to get when it was properly 
sought. 

A few manufacturers saw the pos- 
sibilities of this added summer busi- 
ness and through a careful analysis 
by the Association, the Trade Show 
was suggested as a natiaqnal event 
that would help everyone in the in- 
dustry by opening the selling season 
several months ahead of what had 
previously been considered the open- 
ing. 

And now that we’ve had such a 
good start, let’s go the whole way 
and make a complete merchandising 
job of it. Ten months or more of 
good radio sales every year will make 
it a legitimate and a profitable busi- 
ness for manufacturers, jobbers, 
wholesalers and retailers alike. 

It can be done and it will be done— 
in fact, it must be done if the indus- 
try expects to take its permanent 
place among the large, well-balanced, 
highly organized commercial indus- 
tries of the country, to say nothing 
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The Man Who Knows 











of the foreign markets that will be 
opened up as the radio industry 
grows. 

There’s no secret about this mat- 
ter at all. In fact, ELECTRICAL 
GooDs is a part of the two greatest 
and oldest merchandising publica- 
tions in the world, and having seen 
and studied the comings and goings 
of many businesses and enterprises 
for years past, it can be said with 
authority that no industry can rise 
to great heights and retain its place 
on a four months structure of pro- 
duction and sales. 

A business may be separated into 
seasonal periods but these periods 
must, in the total, extend over nine 
months or more of each year in 
order ‘for that business to prove 
satisfactorily profitable to the fac- 
tors that carry it on. 


In Better Hands 


Radio manufacturing is coming 
into strong hands, jobbers and whole- 
salers are doing an increasingly bet- 
ter servicing job to the retailer and 
in turn all these things, together 
with better broadcasting conditions, 
make for better sales possibilities 
for the retailers—that is, if you’ll do 
your share—and you can’t do it by 
sitting around waiting for the busi- 
ness to come to you. 

As always, if you want any help 
or suggestions on “how to do it” 
write in and ask all the questions 
you want to know about—it’s a ser- 
vice that rightfully belongs to you 
at all times. 

In the next issue we will tell those 
of you who could not attend the show 
the trend of the improvements and 
something about the new items that 
look to be good selling value. 
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Overlooked Opportunities 


E know of twenty radio dealers who overlooked 
\ \ two opportunities and three who accepted. 

May 20 and 21 there were two events that held 
New York interest for the time being—the Sharkey- 
Maloney fight and the Lindbergh New York-Paris 
flight. The twenty radio dealers who failed have 
speakers in operation at their doors. None of the 
twenty tuned in on the description of the fight or on 
stations telling of Lindbergh’s progress. Three did. 
The three had crowds in front of their show windows. 
The twenty were merely adding to the noise of the 
sidewalks of New York, where there is noise enough. 








One thing is sure about the Summer slump— 
electric fans are not a part of it. 





Open Face Merchandising 


IME was when a merchant could lock up his 
nerchandise and people would come and ask for 
it. Then people bought only what they needed. 
Last month we visited in several stores. In each there 
was much commotion. Each merchant was rearranging 
his display, seeking to get his stock closer to the peo- 
ple; so they could see it and handle it; so they can buy 
without knowing the name. Today’s great merchants 
are acting on the principle that a large percentage of 
purchases are impu!se buying. These men are suc- 
ceeding. 








Extremely hot days come in rows of three, four 
or five. Get your fan window and display going on 
the second. 





We Hope You Read 


T is our hope that you read the policies outlined in 
Je last issue of ELECTRICAL GOODS by Mr. Eaton of 

the Middle West Utilities Co. Probably a Middle 
West Co. is supplying current in your city; they are 
serving many communities. Possibly the local mer- 
chandise manager is not acting according to Mr. 
Eaton’s policies. If not, talk it over with him. Let him 
know you are informed. If the company is not a Middle 
West property, talk things over with the powers-that- 
be with Mr. Eaton’s outline as a background. It usu- 
ally pays to talk things over before you start to fight. 
Fights, as we remember them, are uncomfortable and 
often expensive. 





Fans have many uses besides merely keeping peo- 
ple cool and these should be indicated in the display. 





About Time Payments 


ONSIDERABLE comment is heard among mer- 
+ chants about unreliable time payment banking 
firms—a good many failed last year. Perhaps 
the merchants caught in these failures had not talked 
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to their local banker. Local bankers today are wise as 
to time payments and a good many are accepting this 
paper as collateral. If not, they know good time pay- 
ment bankers. Time payment financing is now a 
regular business. 





Oscillating fans in a dining room will save many 
a trying situation. All restaurant keepers know this. 





The Farm Market 


OMETHING more than 300,000 farms are mure or 
S is electrified, according to Dr. E. A. White, who 

is investigating this subject for the electrical in- 
dustry. This means there are that many customers 
for electrical appliances and equipment on farms. One 
hundred thousand farms were added last year. It will 
reach more this year. No merchant selling electrical 
goods can afford to overlook a market that is growing 
at this rate. Look about your community and learn 
what these farmers want. 





Every man who works with an electric fan at the 
office should be shamed into buying a fan for his 
wife at home. 





Meaning of Outlets 


VERY merchant selling electric appliances knows 
H, that appliances will not be used as often and give 

the satisfaction that brings women to buy other 
and more appliances, unless they can be used con- 
veniently. Convenient use means outlets or sockets 
where and when wanted. A woman does not like to 
take out a lamp and attach an appliance. As long as 
this is necessary, the appliance will suffer. Five years 
ago the homes of the country averaged two and a half 
appliance outlets each. In 1925 the average was three 
and two-fifths. Further advance has been made, but 
there are thousands, probably millions, of homes that 
have no outlets or sockets except for lighting. If you 
want to boost your appliance business, join the move- 
ment—Red Seal or other—to promote the number of 
appliance outlets. 





Another thing sure, you cannot put off selling 
your stock of fans until after Labor Day and get 
away with it. 





Approaching the Understanding 


NE of the results of the recent conference be- 
() tween representatives of light and power com- 

panies and hardware dealers and others on a 
satisfactory basis for merchandising, has been the 
drafting of a proposal by each side. As both mer- 
chants and light company commercial men are taking 
a fair view of the situation, there is little doubt as to 
the reaching of an agreement. When this agreement 
becomes effective, we predict a much improved mer- 
chandising situation and all concerned will profit. 
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Rightly Place d, The Personal Touch - by T. F. Chantler 


Clinches Sales 


ERSONAL touch, rightly used, 
Pp: a very strong selling argu- 

ment. It will close many sales 
when the customer hesitates. But 
not rightly used, the effort to use 
the personal touch often results dis- 
astrously. It is important that the 
salesperson determine when and 
where to use this touch. 

First of all, the salesperson must 
make the proper impression upon the 
customer. The customer must be 
properly selected. All of us at times 
meet persons whom we fully believe 
are not in the slightest interested 
in anything we might do. In fact, 
we feel that these persons would do 
just the opposite, if for no other 
reason than we told how we did it. 

These persons are, of course, not 
the customers upon whom we should 
try the personal touch. 

The salesperson must establish in 
the mind of the customer, first of all, 
that he or she knows the appliance— 
that he knows what it is for and 
how to use it. Then he must estab- 
lish a belief that he has reason to 
use it. The very young or young 
appearing salesperson is always at 
a disadvantage in this regard. 

One of the most accomplished 
users of the personal touch it has 
been our privilege to see work is a 
very boyish young man. He is mar- 
ried and his experience in household 
work is in his own home, where 
there are babies. But he always re- 
lates these home experiences as help- 
ing his mother. No one, he says, 
will believe that he is married. 

Especially in pioneering home ap- 
pliances is the personal touch valua- 
ble if the setting is right. We know 
one woman who makes a big point by 
saying to her ironer prospects: 

“Why, I can do a big family iron- 
ing on one of these machines and 
have a lot of fun at a dance that 
night.” 
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Children is a 
Key to Sales 


QO you need a check to help 
1) out your summer vacation? 
We have several waiting for 
some one to receive them. All we 
want you to do to get one of them is 
to send in some bit of salesman- 
ship or advertising that has resulted 
well for the store by which you are 
employed. 

It would be a good wager that 
every salesperson who reads this 
page has put over something that 
would be helpful to other sales- 
people. Here are some suggestions: 

What was your best fan stunt last 
year? 

What did you do for Hallowe’en 
and how did it result? 

How did you convince the woman 
who “could not afford” a washer? 

How are you using the Prize Pic- 
tures printed in ELECTRICAL GOODS 
to promote interest in your depart- 
ment? 

How do you get your incandes- 
cent lamp customers interested in 
appliances? 

What do you say to women who 
think toasters are too expensive? 

These are just some suggestions 
as to the things you can tell us that 
will bring you a check. When you 
put in your next electrical appli- 
ances show window call in the pho- 
tography and have a picture made. 
We will pay for the picture and for 
the description of how and why it 
was the kind of a window it is and 
what good it did for the department. 

We present this month as the 
major prize winner a story by a man 
who has built a business quickly and 
to all appearances well, in a short 
time. He has several specialties 
that he works in addition to what 
is usually called good merchandis- 
ing and here he describes one of 
them. His is what is usually called 
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We want short stories telling how you 
got people to examine your appliances or radio, and then what 
Address the Editor. 








a “neighborhood store” in a large 
city and is to all practical purposes 
the same as a small city store. Big 
store competition is not his worry. 
He knows there is a place for his 
store and he is too busy making the 
best of this place to worry about 
what the big stores are doing. So 
we let him tell his story: 


Sales for the Kiddies 
By Maurice FEImMAN 


Flatbush Hardware & Electric Co. 
Brooklyn, N. Y. 


S every salesman knows, every- 
body thinks his or her “kid” is 
the most wonderful of all—even as 
you and I. So cater to that thought. 
When the little son or daughter 
comes in with the parent, don’t over- 
look them. A smile and a “fine 
youngster you have there” always 
pleases the nearest of kin. 

If the weather is slightly chilly or 
damp, you can casually pick an elec- 
tric heater from the display, plug it 
in and tell how comfy it will make 
the bathroom for the baby’s bath 
and can be taken to the bedroom for 
the dressing, if that is desirable. 

A bottle warmer will save the 
young mother from the annoyance 
of rushing to the kitchen to heat the 
milk on the gas stove—and a dim-a- 
lite will not be so disturbing to the 
baby’s eyes. Under this heading 
also comes the little lamp for the 
night table or even a flashlight (if 
the house is not wired) when baby 
awakens in the night. 

On hot days you can show how a 
fan will keep the air of the bedroom 
fresh and allow peaceful sleep. And 
you can be quite sure that the hus- 
band or son will enjoy some excellent 
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toast made on this toaster or waffles 
from that waffle iron you have a spe- 
cial on. 

You can easily embellish on these 
suggestions—but we make it a point 
to notice children in this store and 
it pays. And last of all, but very 
important, always guess the child’s 
age from six months to a year older 
than you think, for the parent likes 
to think that the child’s words or 
actions make him appear older than 
he really is. 

There is no harm or cost in trying 
to be friendly in this way—and the 
results may surprise you. 





Recently one of our prize winners 
suggested that it would be interest- 
ing to print on this page some of the 
humorous experiences of electrical 
appliance sales people. The writer 
said she had a dozen such experi- 
ences that she would send in. We 
accepted the suggestion and invited 
her to send in the dozen. She has 
not done so, but another woman has 
sent in some. Her incidents follow: 


What Size Lamp? 
By Mrs. C. D. Everitt, 


Everitt Electric Co. 
Ballinger, Tex. 


WOMAN of good appearance 
entered the store and asked for 
an incandescent lamp. 
“What size please?” 
“One hundred and fifteen.” 
“Where do you use this lamp?” 
“In the bedroom. I do not want a 
lamp that will run my bill up.” Evi- 
dently the customer was suspicious 
of an effort to sell her a larger lamp. 
(Continued on page 46) 





Advertising Copy and Space Can be Made to Sell Electrical Goods 


(Continued from page 17) 


does not sell goods at a profit nor build up good 

will. 

Copy is important, ideas are important, confidence is 
important for the reason that the reader gets her im- 
pulse to buy from the copy, gets a definite need in mind 
from ideas, and spends her money where she knows she 
is safe. So much for copy. Now a word about space 
that holds the copy. 


Study This Advertisement 


Hundreds of practical, sensibly merchandised adver- 
tisements are published in the newspapers every day. 
Careful study and analysis of those in which electrical 
items are advertised will profit electrical goods depart- 
ment managers who are trying to build up more volume 
for their departments. Here is an excellent example 
from Kerrison’s, Charleston, 8. C. 

Three points in particular as presented in this ad 
are worth careful consideration: 

Point 1. The total space occupied by the ad is 80.5 
inches, 5 columns wide and 16.5 inches deep, and the 
space allotted to electrical items is 10 inches, about 
one-eighth. 

Eighty inches of space shows up well on a newspaper 
page, and this one shows up especially well because 
there is reading matter above and to the left of it, and 
because the ad itself is arranged and displayed to get 
the full amount of attention value—sections are neatly 
arranged, cuts are distributed in a way to break up the 
type matter, type is clear and easy to read, and each 
section has a good caption briefly worded and well dis- 
played so the reader can see at a glance what is fea- 
tured for the day. This brings up the second point. 

Point 2. There are eight electrical goods items with 
this caption, “Things Electrical, The Most Quality for 
the Price,” and five small but clear cuts placed in a 
manner to increase the effect of copy and prices. And, 
most important of all, right alongside the electrical 
goods items are other goods that serve the same kind 
of needs that the electrical goods items serve; that is, 


household items, the kind that interests the housewife, 
the woman who must cook, sew, wash and care for a 
family. 

Notice the items —curtains, cretonnes, linoleum, 
linens, furniture, stamped pieces of needle work such 
as breakfast sets, buffet sets, aprons and so on—all 
touching on the daily interests of women who must 
beautify the home, make it cheerful and comfortable. 
And that is the reason electrical goods items are asso- 
ciated in the same ad with other goods of a family and 
household nature. 

One kind of need leads to another in the customer’s 
mind; a woman with a husband and six children looks 
at an ad like this one and says to herself: 

“T need some curtains for the girls’ room, some lino- 
leum for the hall and kitchen, and it would help me at 
breakfast time if we had a toaster, so tomorrow when 
I am downtown I’Il take a look at this store’s electrical 
goods department.” 

Or it may be that she has been thinking for some 
time of getting a toaster, an iron or a percolator, or 
all three; so when she sees this ad, or one like it, she 
says: “While I am looking at electrical things I’ll take 
a minute and look at curtains.” 

Either way the ad reminds the customer of her needs, 
describes items, gives prices and suggests one item by 
describing another. That is how advertising acts on 
the customer if it is properly merchandised. Volume 
goes up when a customer comes in and buys several 
items at a time. She comes in when something in the 
store’s advertising attracts her, comes in the day after 
the ad is published if her need is immediate. 

Should the ad remind her of something she is going 
to need next week, next month or later, she will re- 
member it and come in later and buy. 

The store that advertises regularly knows that ad- 
vertising sells goods; the store that advertises now 
and then cannot so well place definite value on the 
space it uses, but irregular advertising is better than 
none at all. 





Electrical goods depart- 
ments in hardware stores 
are not entirely an experi- 
ment, as some seem to 
think. This photograph 
was used in Hardware Age, 
Sept. 22, 1921, to illustrate 
a story on electrical house- 
wares. 
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: 1—Contest closes August 4. 5—The winner will be announced in the second issue 
2 2—Contestants must be connected with retail sales of of the ELECTRICAL Goons following this issue. 


appliances, or radio. 6—The Staff of ELECTRICAL Goops SECTION will be 


3—Print your name plainly, address, store you are judges. 
connected with and position occupied. SPECIAL—Please do not tear the page from this maga- 


4—-In case of tie each contestant will receive $15. zine. 


Address—Title Contest, ELECTRICAL GOODS SECTION, 239 West Thirty-ninth St., New York City. 
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HE tinkle of shattered glass 
sent Mrs. Charles Preston to 
the kitchen on winged feet. 
“Katie!” she exclaimed in mingled 
reproach and dismay. For upon the 
floor lay the fragments of the thing 
prized by Mrs. Preston above all 
others—a cut glass dish which had 
been in the family for four genera- 
tions. 

Katie, the maid, surveyed her with 
hostility. “T’aint my fault,” she 
defended, tossing her head. “I was 
pickin’ up the dishes and this got 
too near the edge and fell off the 
table.” 

Mrs. Preston’s fine color became a 
shade rosier and her eyes grew dan- 
gerously dark. “If this were the 
first time, Katie, I could excuse it. 
But at the rate you are breaking 
dishes, I soon won’t have one left. 
And it’s nothing in the world but 
pure carelessness.” 

Katie wrathfully untied her ging- 
ham apron. “I won’t take no call- 
down from nobody,” she asserted, 
with follow-up remarks that resulted 
in her swift departure. 

Mrs. Preston proceeded to take in- 
ventory of the stock on hand in 
pantry and kitchen. She visited the 
ice-box and the garbage-pail while 
the water was heating for dish- 
washing, and the experience was 
dizzying. When she had somewhat 
recovered she made a tour of inspec- 
tion through her apartment, noticing 
things that caused her no little an- 

noyance because of their crying 
need of replacement or repair. 

Mrs. Preston, 
like many an- 
other housewife, 
had thought it 
was “nice” to 
keep a maid. She 
had imagined that 
she was not 
“very strong” 
and her in- 
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By Anna Willi 


dulgent Charles was persuaded that 
a maid was a sheer necessity. So 
she had gradually got out of the 
habit of attending to her household 
duties. The outgo of money that 
the maid and her lack of manage- 
ment entailed made the Prestons 
learn what a world of meaning may 
be compressed in those two high- 
powered words: “Do without.” 

Next, she looked into the matter 
of her husband’s wardrobe, and what 
she found caused her to make a new 
resolution on the spot. She took 
pencil and paper and figured the 
total amount that had gone to Katie 
and her several predecessors. 

“And all the things we could have 
bought for that!” she mourned. 
“The worst of it is that there’s no 
one to blame but myself. I’m going 
to devote myself from now on to be- 
ing thrifty, and making my home 
the right kind of a place to live in.” 

Dishes done to the unaccustomed 
music of a cheery song, and the 
house tidier than it had been for 
weeks, Mrs. Preston decided that she 
would rest for exactly fifteen min- 
utes. She picked up a favorite 
magazine and turned the pages in 
quest of recipes. Standing out, as 
if written just for her, was an ad- 
vertisement that, coming at that 
moment, changed the course of her 
life: 

HELP WANTED? 


You Can Surely Get It 


Somewhere near you is an 
employment office for domestic 
servants, though you may never 
have thought of it as such. The 
sign over the door reads “Elec- 
trical Supplies.” 

It can supply the BEST ser- 
vants you ever engaged—elec- 
trical appliances that never need 
an afternoon off but work un- 
tiringly for an average wage of 
three cents an hour. 
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Mrs. Preston acted promptly and, 
looking her prettiest in her excite- 
ment, took the street-car downtown 
and entered the housewares depart- 
ment of the best neighborhood store. 
Mr. Nabor, the buyer, had a slight 
acquaintance with the family, and 
came forward to greet her. 

“My maid has left,” she told him, 
“and hereafter I am going to do my 
own work. I want to talk with you 
about ‘the electrical servants’ ad- 
vertised in the magazines. I must 
tell you at the very beginning that 
I can’t afford to pay very much down. 
I thought I might arrange to put ten 
dollars, the amount of the maid’s 
wages, toward my purchases every 
week. I don’t want the fancy elec- 
trical things, but just the plain, use- 
ful ones for every day.” 

“First, do you own your home?” 
asked Mr. Nabor. “It depends a 
whole lot on whether you do, or not, 
what you will be interested in.” 

“No, we don’t,” confessed Mrs. 
Preston, regretfully. “We rent. And 
the only electrical thing I have is a 
toaster that was given to me for a 
Christmas present.” 

“If you owned your home, you 
could have wiring installed so as to 
represent 100 per cent convenience. 
But you can accomplish a great deal 
with two- and three-way plugs.” He 
proceeded to demonstrate. “Now, 
Mrs. Preston, which housekeeping 
job do you find the harder—washing, 
or sweeping?” 

“Oh, I hadn’t thought of doing the 
washing!” Mrs. Preston looked 
shocked. 

“Let me tell you something. You 
spend probably five dollars a week 
to have your laundry done?” She 
nodded. “Here is an electric washer 
that costs $135. You simply make 
the necessary suds, put the clothes 
in, and turn on the electric switch 
from the lamp socket. In a short 
time, the clothes will be well washed, 
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and washed under absolutely sani- 
tary conditions. The cost for cur- 
rent is merely a few cents. In nine 
months your machine will be paid 
for on the same terms that you have 
given your laundress, and your 
clothes have far longer life than 
under the old methods. 

“Ironing with electricity is pleas- 
ure, instead of work,” he added, tact- 
fully. “It really is a delight to see 
the results you can accomplish with 
linen, for instance. And no run- 
ning back and forth to the stove 
with the heavy, old-fashioned irons 
that often scorch the material to 
begin with and then cool off in a few 
moments. The new electric irons 
have an automatic control which 
keeps the heat at a certain tempera- 
ture. The work is done quickly and 
efficiently.” 

An electric vacuum cleaner was 
next demonstrated and Mrs. Preston 
was surprised at its many uses. Mr. 
Nabor then suggested a _ motor- 
driven sewing machine. 

“But I’ve never done much sewing 
outside of embroidery and fancy- 
work,” she protested, dubiously. 

“My wife,” declared Mr. Nabor, 
“never did either, until she was sent 
some advertising matter telling the 
advantages and inducements of a 
correspondence course in home sew- 
ing. It wasn’t an expensive course, 
and she took it up. Now, she thinks 
there’s nothing like making one’s 

(Continued on page 52) 




































































a Housewares Store Puts on a Campaign 





These two photographs are indicative of the display power the good merchant puts behind a campaign 
when he sets out to put over an appliance. The above window was arranged by Leslie D. Slack for the 
Wurzburg Dry Goods Co. of Grand Rapids, Mich. The lower is by Rossman & Wunderlich, hardware dealers. 
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Here is battery power atits best 


LIKE every other good battery, 
the Eveready Layerbilt provides 
only pure DC (Direct Current), 
steady, noiseless, the only current 
that can give the best results of 
which a set is capable. Radio is 
better with Battery Power, al- 
ways, for batteries alone produce 
pure DC, and are entirely relia- 
ble, convenient, available any- 
where, always ready to work. For 
best results and satisfaction, sell 
batteries, and for best economy, 
urge your customers to buy the 
Eveready Layerbilt “B’’ Battery 
No. 486. 

For years everybody has known 
Eveready Radio Batteries as “‘the 
kind that lasts longer” —and now 


the public is finding that the Ever- 
eady Laverbilt “B” Battery No. 
486 is the one that lasts longest 
of all. So long does it last in pro- 
portion to its price that hundreds 
of thousands of people have 
found it to be the most eco- 
nomical battery they ever used. 
It is not only that, but on the 
basis of exceedingly careful scien- 
tific tests it is by far the most eco- 
nomical, dependable and satisfac- 
tory source of “B” power on the 
market today. ‘These tests, un- 
erringly revealing what each type 
of “B”’ power will do, have 
proved the superiority of the 
Layerbilt, and have shown why 
more and more people are using it. 


Because of the superior service 
the Eveready Layerbilt gives, it 
is the preferred battery of all 
dealers who believe that customer 
satisfaction is essential to the re- 
tail merchant’s growth in sales 
and in profits: Order from your 
jobber. 

NATIONAL CARBON CO., Inc. 
New York San Francisco 


Atlanta Chicago Kansas City 
Unit of Union Carbide and Carbon Corporation 





Tuesday night is Eveready Hour Night— 
8 P. M., Eastern Standard Time 
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Now Comes the Season for County Fair Displays 


iL.H. YEAGER COMPANY WAGNER ° 
Exclusive Wholesale Distributors : 
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This display by the L. H. Yeager Co. of Allentown, Pa., carries a variety of interest, but the household 
electrical appliances are given a prominent position. 


The exhibit of the Schwabacher Hardware Co. was in Seattle, Wash. Here too, major appliances that 
mean so much saving of labor in the home are given the prominent positions. 
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A genuine One Minute Washer to sell for less than $90.00 There is double 
selling interest for you and redoubled selling opportunity! All the reputation, quality 
and practical efficiency of the One Minute, with the added attraction of popular price. 
Now ANYONE can afford to buy a One Minute. EVERY home is a prospect. 


Here is the new One Minute Model ‘‘60’’, and it literally sells ‘‘like sixty”’ 
wherever it is shown. Incorporating all the superiority and advantages of One Minute 
principles, with the added feature of the best turbinator yet devised, this new model gives 


the customer more in service and satisfaction than any other machine, at a price well on 
the comfortable side of the hesitating point—less than $90.00. 


Not built down to the price! This is not a skimped or cheapened form of 
the famous One Minute Washer. Quality and efficiency have not been shaved to 

cut the cost. This is a NEW washer designed and built to produce 

more than usual value for a more easily afforded retail price. 

The economy of utilizing the already established plant 

and equipment of the One Minute Company 

effected all the necessary saving. 


Write or Wire for 
details of this Profit 
Making Washer. 


Act today—if you are 
interested in the biggest 
opportunity which has 
been offered washer retail- 
ers in years. With the One 
Minute Franchise you are 
now able to satisfy both 
the higher price and the 
moderate price buyer and 
that means more sales. 
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All the simplicity of construction, ease of operation, lack of complicated 


parts, and economy of upkeep that have made the One Minute famous, are again 
found in the new Model ‘‘60”’. 


Its very simplicity makes for safe washing. Safe for the finest clothes, 
and safe for the user. The absence of intricate parts—nothing to catch or tear the 
clothes; no exposed running wheels or belts to endanger the operator or children, 
lessens the risk. The more simple the mechanism, the less it costs in current torun 
it, and the quicker and more thorough its action in washing clothes. 
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But with all its simplicity 
the One Minute Model ‘‘60”’ is 
not a cheapened or inferior 
machine in any respect. It is 
strong and sturdy, built for 
long, constant and satisfying 
service. All the years of One 
Minute reputation are at stake 
in the performance of this 
machine, too; and all the su- 
perior manufacturing facilities 
of the One Minute Company 
are utilized, just the same as in 
making the higher priced model. 


And now the LOW PRICE 


speeds its selling. Write or wire 
for the complete details today. 


SOB EAL 


Showing the lightly simple 
and sturdy construction of the 
New One Minute Model ‘‘60’’. 
The entire driving mechanism 
is under tub and out of the way. 
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The whole washer has ex- 
tremely graceful lines and is 
very attractive in appearance. 
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ce Write today and ask 
ee us to send a sales. 
3 man with a cleaner 
a to your store. Let 
4 us demonstrate it to 


you. And let us tell 
you about the pleas- 
ing profits that Pre- 
mier Duplex dealers 
are making. 
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Have you ever see 






Clean 


Have you ever watched a Premier Duplex demonstration? 
Witnessed the dirt, driven by double action, fairly leap 
into the bag? Noted the motor-driven brush flick off 
threads and grab grit? 


And have you ever taken the cleaner into your hands and 
felt how lightly it rolls? And considered how well it is 
protected from the usual cleaner ills by ball bearings in 
both motor and brush? 


And then have you seen results tested at the end of the 
demonstration? The rug tapped and found divested of its 
dirt? The bag weighed and found full of it? 


If you have seen such a demonstration, you have learned 
two things: (1) That a double action cleaner gets all the 
dirt in the quickest, easiest manner. (2) That it takes only 
one demonstration to convince anyone of Premier Duplex 
efficiency—only one demonstration to securely sell it! 


ELECTRIC VACUUM CLEANER COMPANY, INC. 
Cleveland Ohio 
Manufactured and distributed in Canada by the 
Premier Vacuum Cleaner Co., Ltd., General 

Offices, Toronto. 
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Vesta A & B Socket Units 





The “A” socket power unit placed 
on the market by the Vesta Battery 
Corp., Chicago, Ill., about a year ago 
has been improved with a_ two-rate 
charging switch on the trickle charger 
section. A low-rate of 0.4 to 0.5 and 
a high-rate of 0.7 to 0.8 amperes gives 
a variation sufficient to meet prac- 
tically all operating requirements of 
sets. Another “A” unit similar to the 
improved unit has a relay which auto- 
matically disconnects the battery when 
the receiving set is turned on and auto- 
matically cutting in the 110-volt charg- 
ing circuit when the receiving set is not 
in operation. This unit is also equipped 
with a socket for attaching a “B” 
eliminator, which is also automatically 
controlled by the relay: The entire 
unit, battery, trickle charger and 
hydrometer, is built in a glass case. 





Splitdorf Receivers 


The Splitdorf Radio Co., Newark, 
N. J., recently introduced five new 
models, all having six tubes with single 
dial control. One, the “Abbey,” is a 
table receiver, while the other four are 
console models. The “Abbey” is 
patterned after an old jewel case fin- 
ished in deep antique walnut, the knobs 
are of wood, the single dial being il- 
luminated when the set is in use. Di- 
mensions: 13 in. high, 19 in. wide and 
13 in. deep. The “Warwick,” the small- 
est of the console models, is 38 in. high, 
24 in. wide and 15 in. deep, in a wal- 
nut cabinet, the front sides of which are 





slightly beveled. The set is equipped 
with the new Splitdorf Cone Tone re- 
producer. The “Lorenzo” (illustrated) 
a model 41 in. high, 40 in. wide and 18 
in. deep, has a large cone speaker di- 
rectly behind the Italian Grill. The 
“Buckingham,” a model of the Old 
English period, is 60 in. high, 38 in. 
wide and 19 in. deep, finished in Eng- 
lish-toned walnut. Equipped with 
Splitdorf Maestro Cone tone repro- 
ducer. Complete A, B and C socket 
power supply unit is included in stand- 
ard equipment. The “Winthrop,” a 
secretary model, is triangular in shape, 
being intended for the corner of a 
room. It is 90 in. high and 39 in. wide, 
finished in antique walnut and equipped 
with Maestro Radio Reproducer. The 
five models mentioned contain three 
new features—a patented system of 
radio frequency amplification known as 
the Hilograd, which it is claimed 
yields equal power over the entire 
broadcast wave band, without the use 
of mechanical devices, as the system 
works automatically, employing an 
electrical balance; second, the audio 
frequency end of the receiver employs 
a patented system of dual impedance 
amplification; third, the receivers em- 
body a system for amplifying phono- 
graph records electrically; this con- 
necting link between the phonograph 
and the radio receiver is the Splitdorf 
Bi-Radiophone. All sets are licensed 
under the R.C.A., General Electric, 
Westinghouse and American Telephone 
and Telegraph Co. 





Freshman “Power Speaker” 





The Charles Freshman Company. 
240 West 40th Street, New York City, 
has developed a combination amplifier 
and loud speaker, housed in a small 
mahogany table, called the Freshman 
Power Speaker and designed for use 
with any type of radio set having one 
stage of audio frequency amplification 
or its equivalent. The amplifier in the 
power speaker takes the place of the 
second stage of audio frequency in the 
radio set and obtains its power directly 
from the 110 volt 60 cycle house light- 
ing system. The R. C. A. UX 210 is 
used as an amplifier tube and the R. 
C. A. UX 216 as a rectifier. Full volt- 
age for proper amplification is supplied 
the power tube. The cone speaker sup- 
plied with the Power Speaker is of the 
diaphragm type. 


40 


New Goods to Sell 


Wakefield Bedlight 





An adjustable bedlight to be used 
with tubular lamp and designed for 
permanent installation, has been added 
to the line of hotel and hospital special- 
ties brought out by the F. W. Wake- 
field Brass Company, Vermilion, Ohio. 
The product is of heavy gage brass 
and steel tubing, finished in special 
egg shell bronze, the reflecting sur- 
faces of permanent aluminum lacquer. 





New Freed-Eisemann Models 


Among the new models recently 
brought out by the Freed-Eisemann 
Radio Corp., Junius Street and Liberty 
Avenue, Brooklyn, N. Y., are two in- 
stalled in Caswell-Runyan Cabinets, one 
Electrical 11 in cabinet C-4,-the other 
Model NR-8, a six tube Neutrodyne, 
with phonic-type sound chamber. The 
cabinet of C-4 is of Spanish type while 
NR-8 is of the Jacobean period. Other 
new models are the NR-7 and the NR-9. 
The NR-7 is a seven tube, single con- 
trol Neutrodyne receiver with fou 
stages of Neutrodyne tuned radio fre- 
quency and two stages of audio-fre- 
quency, supplemented by an output 
transformer. Operates with storage 
battery tubes. The set is equipped 
with ‘a Freed-Eisemann “Inductor” 
which the company claims gives ex- 
traordinary selectivity and provides for 
equal amplification on all wave lengths. 
Wave lengths are indicated by an 
illuminated drum. Housed in a walnut 
cabinet. Model NR-9 is a_ six-tube, 
single control neutrodyne receiver hav- 
ing three stages of tuned radio fre- 
quency, one of which is inductively 
tuned. Mahogany cabinet. Both mod- 
els are completely metal shielded. 
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Establish Your Store 
As Headquarters for Quality 
Electrical Merchandise 


The demonstrable merits of L & H Electrics Ranges and Appliances 
make selling easier. Your customers are quick to recognize their 
superior features. 


L & H Electrics Ranges, for example, are equipped with the Full 
Automatic Time and Temperature Controls. Easy to operate and 
entirely dependable. The rust-proof, porcelain enameled finish, one- 
piece ovens with rounded corners and the variety of choice in sizes 
and styles are important advantages that appeal at once to the pros- 
pective customers. 


What is equally important, servicing requirements are reduced to the 
minimum. 


It will pay you to get the interesting facts about our complete line. 


A. J. LINDEMANN & HOVERSON CO. 
435 Cleveland Ave., Milwaukee, Wis., U. S. A. 


Branches at 
715 Bryant St., 
San Francisco, Calif. 


2626 West Washington Blvd.. 
Chicago, Il. 


405 Lexington Ave., 
New York, N. Y. 


1636—l4ith St., 
Denver, Colo. 
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L&H Electrics 
Waffle Iron 





L&H Electrics 
Table Stove 





L&H Electrics 
Heating Pad 
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L&H Electrics 


Heater 


L&H Electrics Appliances 
also include; 


Hot Plates Curling Irons 
Heaters Toasters 
Waffle Irons 
Air Heaters 
Heating Pads 
Irons 
Table Stoves 
Water Heaters 



















SP AST year’s tremendous Hoover Dealer 
| sales total of more than $18,000,000.00 
iene A| —the greatest in the industry—is being 
outstripped today. 





The first quarter of 1927 (January—February— 
March) showed 33.8 per cent greater sales volume 
than in the first quarter of 1926. 


Remember, that overwhelming volume of sales is 
all Hoover dealer business. Even a sale ‘‘dug up”’ 
by Hoover men, on the outside (as were shree- 
fifths of Hoover’s 1926 sales) must go through 
a Hoover dealer and pay him his regular profit. 
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By all odds, and on every count, 
Hoover leads the world by and be- 
cause of its extra value to the owner 
and its constant, certain, greater profit 
and prestige to the dealer. 
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Do you know of any other better 
reasons for selling a cleaner? 
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Two Hoovers now—the Greater Hoover retailing at 
$75.00* and the new, popular-priced model 543 at 
$59.50.* Both have ‘‘Positive Agitation’’ —both beat, 
as they sweep, as they clean. 

* Prices slightly higher west of the Rockies and in Canada 


THE HOOVER COMPANY, NORTH CANTON, OHIO 


The oldest and largest maker of electric cleaners. The Hoover is also made in Canada, 
at Hamilton, Ontario 





Sweeps asit Cleans 
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—Feel Day-Fan’s Husky 
Motor Pull Air! 


Retails for $18.75 


Plug in a Day-Fan 
Cleaner (formerly 
Handy-Vac) — feel 
that husky motor leap 
into life—put your 
hand near the nozzle 
and feel the strong 
sweeping air-pull 
that’s the sure sign of 
a successful cleaner. 


Hand it, running, 
to vour customer! 
Let her run it over a 
pad on your counter. 
Day-lan Cleaner only 
weighs 3. Ibs.—she 
can do it easily. 





It's an ideal seller because it’s so light and small 
you can demonstrate it anywhere—it’s so powerful 


it tells its own story in actions that speak louder than . 


words—it’s so inexpensive that it’s all over but the 
wrapping. 


If the sale needs an additional “push-over”—tell 
her how easily and quickly it cleans cushions, couches, 
car upholstery, curtains, clothes, mattresses, draperies, 
carpets, and coats—but you probably won't have to. 


Dav-l’an Cleaner sells itself on sight as soon as 
it's running in the customer’s hand. Write us for 
information. 

DAY-FAN ELECTRIC 

COMPANY 

Dayton Ohio 


DAY-FAN FANS 


Don’t forget. That same constant run- 
ning Day-Fan Motor drives the big 
blades of Day-Fan Fans. That is why 
these fans have seven big talking-points. 
The biggest one on a hot day is “extra 
air delivery.”” Write: us for the other 
six. 


RADIO: MOTORS: FANS 
PRODUCTS 


For More Than 38 Years Manufacturers of High Grade 
Electrical Apparatus 











Electrical Business Briefs 


ORE than 10,000 persons attended the fiftieth 
LY, ore convention of the National Electric 


Light Association at Atlantic City, June 4 to 
10. There was as usual a remarkable showing of equip- 


_ment and merchandise in connection with the conven- 
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_ tion and a fair representation of department store buy- 
ers were among those who locked over the display and 


talked with the exhibitors. In the convention proper, 
where the problems of the light and power companies 
are discussed, an amazing change of sentiment toward 
the merchants selling housewares was shown. Here- 
tofore it has been evident that the housewares mer- 


_ chants were regarded more or less as intruders when 


they offered electrical appliances for sale, as they for 
generations sold flame cooking equipment. This year 
the sentiment was very different. Addresses made and 
applauded strongly favored giving all assistance pos- 
sible to established merchants who sell electrical house- 
wares and to building friendly relations between the 
light and power companies and the merchants of the 
community. The method favored for accomplishing 
this is to place time payment sales on a business basis 
and for the light and power company to advertise ap- 
pliances in a way that other merchants can share in re- 
sults. The situation appeared to be excellent for a 
better understanding than has existed. 


URING the last month plans have been put under 

way for the reorganization of the Society for Elec- 
trical Development. These plans contemplate a direct 
connection between the Society and other electrical 
business organizations. The new directors are officers 
of the National Electric Light Association, the National 
Electric Manufacturers’ Association, Association Elec- 
tragist International, Electrical League Council and 
Electrical Supply Jobbers Association. This would 
seem to make the Scciety a clearing house of merchan- 
dising ideas for the entire industry. Meetings are now 
under way for the consideration of the various pro- 
grams to be fostered by the Society for the promotion 
of electrical appliances and equipment. 


ENERAL ELECTRIC CO. has recently published 

the “Motor Dealer’s Power Manual” which dis- 
cusses many phases of installation and use of small 
motors. Any dealer who is se ling motors for the many 
purposes for which they are used today should have a 
copy, as this pamphlet might be called a motor dealer’s 
guide. 


RANK J. GOTTRON has been elected president and 

general manager of the P. A. Geier Co., manufac- 
turers of the Royal Cleaner. Mr. Geier, recently presi- 
dent, becomes Chairman of the Board, retaining the 
office of treasurer. Mr. Gottron has been general man- 
ager for some years. Other officers are Thomas Cough- 
lin, executive vice-president; Walter B. Fulghum, vice- 
president in charge of sales; James A. Farrel, secretary. 


LBERT EMANUEL has purchased the assets of the 
A. C. Electrical Co. of Dayton, from M. J. Burke, 
the receiver. Barry S. Murphy has been elected presi- 

















X-L “Push” Binding Post 





The X-L Radio Laboratories recently 
brought out a binding post having an 
unusual feature. The posts are in the 
form of a button, which is pushed down 
with the thumb, the wire inserted in 
the hole and the button released, the 
wire is held firmly in position by a 
spring which presses the button up- 
ward. The posts come in a set marked 
“‘Aerial,” “Ground,” “A—,” “A+,” ete. 





New R. C. A. Models 


The Radio Corporation of America, 
New York, recently brought out two 
new table models and two console 
models. The table models, Radiolas 
No. 16 and 17 are both uni-control, six- 
tube receivers, employing radio-fre- 
quency circuit with three stages of 
tuned radio frequency, detection and 
two stages of audio-frequency. Both 
models have a volume control to regu- 
late the output and a switch for turn- 
ing the current on or off. Model 16 
uses five UX-201-A Radiotrons and one 
UX-112 power amplifier Radiotron and 
can be operated from batteries or bat- 
tery eliminator. Mahogany finished 
ca inet. Radiola 17 uses the AC Radio- 
trons, UX-226 in the radio frequency 
stages and in the first audio-frequency 
stage. The AC Radiotron UY-227, is 
used as a detector and the last audio- 
frequency stage employs a UX-171 
power amplifier Radiotron. The “B” 
and “C” voltages are obtained from a 
power unit built in the set, employing 
the high power rectifier Radiotron UX- 
280. Adjustment can be made for varia- 
tion in line voltage from 105 to 125 
volts by means of a switch. The set is 
housed in a mahogany finished cabinet. 
Radiola 30-A, illustrated, is a com- 
pletely AC operated receiver using a 
standard eight-tube superheterodyne 
circuit with the tuning and volume con- 
trols employed in Radiola 28. It in- 
corporates a rectifier-power amplifier 
unit employing two of the rectifier 
‘Radiotrons UX-281, a UX-876 voltage 
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regulator amplifier and a UX-171 
power amplifier Radiotron. The loud- 
speaker used in this receiver is the 
model 100-A inclosed in a special cas- 
ing. Both models 30-A and 32 use an 
AC control switch mounted alongside 
of the loudspeaker opening which turns 
on the current, illuminates the dials 
and acts as a warning signal. When 
the doors are closed the switch is auto- 
matically turned off. Mode! 32, a spe- 
cial combination embodying the fea- 
tures of Radiola 28 and loudspeaker 
104, including a loop antenna housed 
in a single cabinet. The receiver em- 
ployes an eight-tube superheterodyne 
circuit, usin UX-199 Radiotrons. 
Power is furnished by a rectifier-power 
amplifier unit using two UX-291 recti- 
fying Radiotrons, a UX-886 voltage 
regulator Radiotron and a 210 power 
amplifier Radiotron. Both Mode! 30-A 
and 32 are finished in walnut. The 
company has also brought out a new 
loud speaker Model 100-A, a_ clock 
shaped model finished in dull bronze, 
this replaces Model 100. Loudspeaker 
Model 104 has been developed _ to 
operate on 110 volts direct current. 





Durable Electric Heater 
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A new electric room heater of at- 
tractive design, with copper reflector 
has been placed on the market by the 
Central Flatiron Mfg. Co., Johnson 
City, N. Y., under the trade name of 
the Durable electric heater. The 
heater is made in two sizes, 12 and 14 
inch. The smaller model consumes 660 
watts and the larger, 1000 watts. 


Bryant Tumbler Switches 


The Bryant Electric Company, 
Bridgeport, Conn., recently placed on 
the market a Dugle and Trigle switch 
having a porcelain cup 213/16 inches 
long, 111/16 inches wide and 19/32 
inches deep with black composition 
handles which can be furnished with 
“Glo-Guide” handles. The switches are 
known as No. 2892 for the Dugle and 
2860 for the Trigle. One gang flush 
plates “S-2” are supplied for the Dugle 
switch and “S3” for the three circuit 
switch. The plates are finished in 
brown and of stamped or solid brass. 








Utica Electric Portable Furnace 


Several improvements have been 
made on the portable furnace manu- 
factured by the Utica Products, Inc., 
Utica, N. Y. The furnace employs the 
principle of circulating hot air. For 
direct heat a tilted feature has been 
added, which until the heat is properly 
circulated, focuses it to one spot for 
immediate results. 
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Ajax De Luxe Antenna Set 
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The Ajax Electric Specialties Co., 
St. Louis, Mo., recently placed on the 
market the “De Luxe” antenna kit, in- 
cluding a No. 100 Ajax lightning 
arrester, 100 ft. No. 14-7 strand heavy 
copper aerial wire, 25 ft. No. 14 gage 
insulated copper wire, 25 ft. No. 18 
gage insulated copper wire, 2 No. 36 
heavy glass insulators, 3-3 in. por- 
celain insulated screw eyes, 1 No. 750 
Aj°x ‘insulated lead-in, 1 No. 775 Ajax 
adjustab'e ground clamp, 10 insulated 
staples. .ne company has also placed 
on the market a new glass insulator, 
No. 36. This insulator is packed in 
cartons of one gros3 cn_ly. 





Kolster Six-Tube Receiver 


Two additions to the Kolster radio 
line have just been announced by the 
Federal Brandes Co., 200 Mount Pleas- 
ant Avenue, Newark, N. J. One isa 
six-tube console receiver with a built- 
in power cone, supplying “B” power to 
the set, with which an “A” battery can 
be used, the “A” power unit being 
made by Kolster. The other is a con- 
sole power cone requiring no batteries, 
designed especially for use with-a 
Kolster set but which operates with 
any receiver The new receiver has a 
single tuning control marked in meters, 
with selectivity and sensitivity adjust- 
able and is housed in a walnut cabinet 
with cathedral grill covering the power 
cone. The circuit used is tuned radio 
frequency with six tubes of the 201A 
type. If the Kolster “A” supply is 
used with the “B” eliminator of the 
power cone, the set operates entirely 
from the light socket. A 20-foot cable 
is supplied with the new console power 
cone, allowing the speaker to be placed 
wherever desired. Current is taken 
from the light socket and the cone 
supplies “B” power to the set. 

















JULY, AUGUST and SEPTEMBER 
ARE GREAT HOME MOTOR MONTHS 


Popular because it enables the housewife to make 
her own clothes economically, this little Motor 
entirely eliminates wearisome pedaling. The 
housewife simply guides the work. It attaches 
quickly to any sewing machine and makes it an 
electric without nuts, screws or bolts. 


With grinder and buffer attachment, it sharpens 
knives and tools and brushes and buffs silver; 
with mixer attachment, it whips cream, beats eggs 
and mixes dressing and cake batter. 
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Fan Attachment Only $3 


The fan attachment 
converts home motor 
quickly into an efh- 
cient, reliable fan. 
There are a million 
home motors in use 


today. This proves 
their rugged dura- 
bility. 














Home motors are sold exclusively through legiti- 
mate jobbers everywhere. See that you are well 
stocked. Don’t overlook the opportunity to sell 
present motor owners, not possessing attachments, 
a complete set. Now is the time. If you don’t 
know the name of the nearest jobber, write us for 
his name. 


Hamilton Beach Mfg. Company 


Racine Wisconsin 
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dent of the new organization, which will be known as 
the A. C. Dayton Electrical Manufacturing Co. and will 
continue the A. C. lines of radio and other electrical 
products and add new lines as the opportunity offers. 


LECTRIC Supply Jobbers Association at a recent 

meeting in White Sulphur Springs, W. Va., named 
a committee to select a managing director for the As- 
sociation. This man will be regarded as leader, com- 
monly referred to these days as “czar,” for the busi- 
ness. The Association has recently been conducted by 
an executive committee in lieu of a president or other 
exetutive. Frank E. Watts, manager of ELECTRICAL 
GOODS, was on the program of the association and spoke 
on the subject “Making the Distribution Dollar Have 
More Sense.” This address has been printed and is 
being distributed to those who are interested in broad 
merchandising subjects. 


ESTINGHOUSE Agent Jobbers Association held 

the annual meeting at Del Monte May 23 to 28. 
Walter Williamson of the Alpha Electric Co., New York, 
was elected president; J. S. Tritle, general manager of 
the merchandising department of the Westinghouse 
Co., vice-president; W. I. Bickford, Iron City Electric 
Co., secretary and treasurer. More than 200 attended 
the association meetings. 


AMP Cooperation, the sixth annual convention of 

the Society for Electrical Development, will be held 
at Association Island, Henderson Harbor, N. Y., Aug. 
29 to 31. Market development work will be the general 
topic for discussion. 





More and Better Salesmen 


(Continued from page 25) 


I took a 40-watt lamp from the display and placed it 
in the tester. 

“That is the size. I do not care to look at others.” 

“This is a 40-watt lamp but it is for 115 volts.” 

“I knew there was 115 on it for something.” 

I had a little time and the woman did not seem to be 
in a hurry, so I began with a 10-watt lamp and ex- 
plained each size up to 100, telling what each was 
chiefly used for, what they cost as to current and such 
information as will be useful for the household pur- 
chasing agent. She was interested and thankful and 
we have supplied her electrical wants since then. 


A great, husky man walked in with a fan. 

“Where is the boss?’” 

“He is out just now, what is your trouble?” 

“My fan has quit corrupting and I do not like a 
straight breeze. I need it bad today, when can you get 
it fixed?” 

I took the fan to the tester, saw that the trouble was 
not serious and told him to come back in an hour, 
when one of the men would come in. 

An hour later he gratefully paid a small fee for sup- 
plying a bolt for the “corrupter.” 


(Continued on page 49) 
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No. 34 Horton Electric 
Washer. Copper tub; 
Submerged agitator type. 
Same model as gaso- 
line engine (N 








34-64) ; 
Power pulley (No. 34- $4): 





Chor Half a Century and 


M oVve~ certainideals have 

identified the 
name Horton in the minds of those 
whom Horton serves. 





One unvarying ideal has been that each 
unit manufactured by Horton must be 
surpassingly fine—as perfect as human 
hands can build. 


Another, equally important ideal, per- 
mits no compromise in materials that 
enter into the making of Horton prod- 
ucts. That these ideals have lived 
—have existed in practice rather 
than merely in mind—is evi- 





- 
~ 
sr 


HORTON MANUFACTURING COMPANY 


denced in Horton’s constant growth 
year after year. 


It is a fact—Horton Washers and the 
Horton Ironer built upon these ideals of 
service andsatisfaction areincreasing in 
demand with corresponding benefits 
to user and seller, as well as builder. 


Horton now is serving leading jobbers 
and their dealers the country over in a 
relationship that is friendly—mutually 


satisfactory. If you are interested in - 


learning more of our sales policy 
—write us—we will gladly give 
you the facts. 


“ 
ey 
~ 


FORT WAYNE, INDIANA 
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The 


HORTON 
LINE 


is Complete 





No. 40 Horton Electric 
Washer. Copper tub 3- 
cup suction type. 





No. 30 Horton Peerless 
Washer. Wood tub; wa- 
ter power motor. 





No. 33 Horton Electric 
Washer. Wood tub; agi- 
tator type. 





No. 23 Horton Motor 
High Speed asher. 
Wood tub; hand power. 





Automatic 


Horton 
Ironer. Electric or gas 
heat; electrically driven: 
me inch complete open end 


Washers 


lroners 





HORTO 


GOOD PRODUCTS — Yes! ~and above all else GOOD FRIENDS 
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“Peak Limiter” 





FUSE BOx 





WATER HEATER CIRCUIT 


Lhe Edison Electric Appliance Com- 
pany, 5600 West Taylor St., Chicago, 
Ill., has placed on the market an auto- 
matic device which is installed in the 
circuit supplying the range and water 
heater and is placed alongside the 
meter at the entrance switch, in the 
same manner as the usual watt-hour 
meter. This device, called the “‘Peak 
Limiter,” automatically disconnects the 
water heater whenever the range load 
exceeds about one kilowatt. This inter- 
connecting switch is suitable -for use 
on AC circuits of twenty-five, fifty or 
sixty cycles and is intended for use 
with any three wire 115/230 volt range 
with a connected load not greater than 
nine kilowatts. 





New Atwater Kent Line 


The new Model 50, a seven-tube re- 
ceiver comprising four stages of radio 
frequency amplification, a detector and 
two stages of audio frequency amplifi- 
cation with one station dial and an an- 
tenna adjustment device, has been 
brought out by the Atwater Kent Mfg. 
Co., Philadelphia, Pa. The tuning con- 
denser, detector and radio amplifica- 
tion tubes are inclosed in special metal 
boxes; these shielded parts, together 
with the rest of the electrical assembly, 
are completely incased in a metal con- 
tainer. Housed in a solid mahogany 





cabinet. Dimensions 20% in. long, 8 
in. high and 11% in. deep. Another 
model No. 33 is a_ six-tube receiver 
comprising three stages of tuned radio 
frequency amplification, a detector 
and two stages of audio frequency 
amplification, with one station dial and 
an antenna adjustment device, which 
the company claims, assures unusual 
selectivity. The cabinet is solid ma- 
hogany, 21 in. long, 6 in. high and 6% 
in. deep. The company has also brought 
out a new cone speaker and a “B” 
power unit. The speaker, known as 
Model “E” employs a new type of op- 
erating unit. with a new method of 
cone suspension, which the company 
claims, allows response to the faintest 
vibrations over its entire surface. 
Base casting and grill are of metal, 
finished in two tones of brown crystal- 
line, with gold name plate. Dimensions, 
18 in. high; diameter of casing, 15% 
in.; depth, 4% in. The new “B” power 


unit delivers up to 135 volts and is de- 
signed for use with any set consuming 
not more than 40 milliamperes. Op- 
eration is automatic, due to a special 
built-in relay which is actuated by the 
“Power Supply Switch” located on At- 
water Kent sets. Provision is also made 
for connecting the “A” battery and 
charger to the “B” power unit, in 
which case the relay automatically 
starts and stops your charger, which 
should be of trickle type for this pur- 
pose. Designed for use on AC-60 
cycle circuits with 110-115 volts. A 
special rectifying tube is included as 
part of the equipment. Finished in 
brown crystalline, with bakelite bind- 
ing post panel. Dimensions: Length 
5 in., depth 11 in. and height 9 in. 





Port-O-Vac Cleaner 





A small portable vacuum cleaner for 
general household use has been placed 
on the market by the Johnson Motor 
Products Company, Chicago, III., called 
the Port-O-Vac. The cleaner weighs 
5% pounds and is powered with a full 
sized %& hp. E. universal motor. 
The telescoping tube can be extended 
to 32 inches in length. A 3 ft. flexible 
tubing and brush is also supplied. 





Rome Auxiliary Heater 


The Rome Manufacturing Co., Rome, 
N. Y., recently announced an improved 
design of the Rome Electric auxiliary 
heater. An outstanding feature is the 
all-copper body, with a highly nickeled 
brass top, base and legs. The heater 
uses a 660-watt heating element. 





Liberty Hotplates 


Four new twin hot plates of the 
general utility type have been an- 


nounced by the Liberty Gage & Instru- 
ment Co., Cleveland, Ohio. No. 401-J 
a general utility hot plate is made of 


oe ~~ 





404-E 


20 gage steel black Japanned. Its 
frame is 8% in. by 18 in., the legs are 
of 16 gage nickeled steel. Nichrome 
(4) or Chroeml “A” elements mounted 
in 6 in. special Liberty refractory 
bases. On and Off tumbler switches. 
Capacity 110-120 volts AC or DC. No. 
402-J is of the same general type but 
built of 20 gage steel and controlled 
by 2 three-heat rotary switches. The 
No. 404-E is built of 20 gage “Armco” 
iron, finished in blue-black and white 
virteous enamel. Legs and handles are 
16 gage nickeled steel. It has the same 
heating elements, the same bases and 
the same capacity. Controlled by 2 
three-heat rotary switches. No. 403-E 
is the same as 404-E with the exception 
that the switches are off and on tum- 
bler, and it carries 1000 watts instead 
of 3120 watts as in plate 404-E. 





Grebe Synchrophase Seven 


In this model recently brought out 
by A. H. Grebe & Co., Inc., Richmond 
Hill, N. Y., a special Litz strand wire 
and tube isolating circuit is used to 
obtain greater and more uniform recep- 
tion on all frequencies within the 
broadcast wavelength band. Another 
feature of this single control model is 
the use of five individual variable con- 
densers, horizontally mounted and held 
in place by a metal bridgework, op- 
erated through a three-point tuning 
drive, connected to the tuning dial and 
tangent, vernier. All of the individual 
units are mounted on an aluminum 





deck, each having its own terminals 
projecting through this deck, béneath 
which all wiring is concealed. Com- 
plete shielding of component parts is 
effected by Data the cabinet with 
aluminum. Two stages of audio fre- 
quency amplification are provided with 
the receiver; provision is made for the 
use of a type 171 power tube in the 
last stage. The last stage is provided 
with the “Colortone” device which per- 
mits the listener to modify the fre- 
quency characteristics of the audio 
system. The cabinet is two tone wal- 
nut and mahogany, the face of figured 
butt walnut with Marquetry panel. 
The company has also brought out a 
20-in. cone shaped in a 20-deg. angle 
having a new type armature known as 
the “Butterfly,” and a socket power 
unit supplying “B” and “C” voltages 
sufficient to operate standard radio re- 
ceiving sets from five to seven tubes. 
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The Title Is 


“Dad! Why a Wife with These?” 
The $15 Prize 


For the best title for picture in Sepia Section of next to 
last issue was won by 


Roscoe Garfield Le Bar 


Buyer and Manager, Electrical and House 
Furnishing Department 
Miller Hardware Co., 
Olean, N. Y. 





More Sales by Better Salesmen 


(Continued from page 46) 

The next letter tells how one resourceful woman 
stopped people at her department in a large store. At- 
tractive decorations arranged with good taste did the 
trick. We would like to tell you the sales increase last 
Christmas over other seasons, but we cannot this time: 


Making the Tables Attractive 
By Mrs. Jennie Carter 
Elder & Johnston Co., Dayton, Ohio 
LARGE table, 6 x 6, is the center of my display. 
Back of this is a smaller table, 6 x 3, and two posts, 
one on each side, for the display of merchandise. 

The color scheme of decorations includes all space in 
the plan and is changed once a month, but it is on the 
large table that I center my efforts. 

At Christmas I used a white crépe paper table cloth, 
powdering it well with silver and using a holly paper 
border about six inches wide. Suspended from the 
ceiling, over the table, was a large circle of metal about 
six inches wide and covered with white crépe paper 
and decorated with small Santa Claus and poinsettias. 
From the lower edge of the metal band were gold and 
silver cords, leading the eye to the articles on the table, 
and especially to a Christmas gift card. 

Tall candles were placed on the tables with poinsettia 
shades and a large paper Santa Claus in the background. 
The display card referred to electric appliances as gifts. 

I gave to those stopping packages of folders descrip- 
tive of merchandise and recipes and special gift sug- 
gestions. 





49 


Electrical Goods Section 


Century 12-in., 3-speed Portable Oscillating 
Fan for A.C. and D.C 


Proper Air Volume 
For Every Condition 


Century 3-speed, 12-in. Portable Oscillating Fans 
permit regulation of air volume to meet widely vary- 
ing temperature and humidity conditions—in both 
homes and offices. 


1 At low speed their unusually slow oscil- 

lation moves a large volume of air gently 
and evenly over a wide area. Desirable 
for sleeping quarters because they are 
quiet. 


At intermediate speed they provide mod- 
erate air movement in large volume to 
meet normal conditions. 


At fast speed, their large-volume air 
movement suits them to unusual condi- 
tions of temperature and humidity. 


3 


The Century Fan line includes: 


me ogee d 9-inch Portable, 1-speed switch in base, 
or 


Oscillating 9-inch Portable, 1-speed switch in base, 
for A.C. 


Oscillating 9, 12 and 16-inch, 3-speed Portable, for 
C. and D.C. 

Ceiling 58-inch sweep, 3-speed, for A.C. and D.C. 

Ventilating 16-inch, 3-speed, for A.C. and D.C. 


Send for Complete Sales Information 


Century Electric Company 
1806 Pine St. St. Louis, Mo. 
For More Than 23 Years at St. Louis 








Portable 
























Lamps and Fixtures 


ECENTLY a merchant we know very well waxed 
eloquent as to his portable lamp department. He 


Priced Right 


To sell easily and in large volume 





































told of floor lamps, bridge lamps, table lamps and 


Made Right even much of the excellent merchandise value of the 
To give service and stay sold clamp type lamps. 
Then we asked about fixtures. 
(,uaranteed He would have nothing to do with them. No pros- 


resaneinn few see pective market, too much trouble and a lot of other 
O you you things that were wrong. He thought he knew the whole 
customers story and he did not even know that he was selling prac- 









‘ A ¢) tically the same thing as lighting fixtures—for what 
8 Inch else are lamps. 

y LIST 2 Speed Lamps and fixtures go together. They belong to- 

Non gether. Not all of the lamp buyers know this as yet, 

Oscillator but they are learning, just as people generally are 


learning that bedroom, living room and dining room 


Also 10 Inch : . 5 . 
furniture must be bought with a decorative idea in 


3 Speed : , 
Oscillator mind if the owner is to have a beautiful home. 
$15.00 List This, of course, is not saying that the lamps and fix- 


Speed tures must match in all rooms of the house, but cer- 
Control tainly they must not clash, or at least there must be 
Switch some clearly defined idea of decorative values. 

in Base The campaign of education along these lines has 


begun and we have reasons to believe that it will be 
continued. This educational course is in the hands of 
the Artistic Lighting Equipment Association, composed 
of the best manufacturers in the lighting equipment 
field. 

The objectives of this educational effort is to bring 
home to people the possibilities of fixtures and lamps 
as a part of the home decorative scheme, as well as for 





. . the utilitarian purpose of lighting the home. Many a 

Quick Delivery woman has sighed deeply over the blot put on the beauty 

Popular Priccs of her home by the ancient and dishonorable fixtures 

that were put there by the builder or the landlord and 

100 Stock-Carrying Distributors she did not know that they can be changed at rather 
insignificant cost. 

OG DAYS are coming— The average housewife of today does not know that, 

hot, stifling days and although she may live in a rented apartment, that she 

nights that build business if can buy a really beautiful set of early American fixtures 

you keep fans in stock. Call and move them when she moves at a slight cost of 


having the landlord atrocities taken down and her own 
put in place. Indeed, many landlords are quite willing 
to do this service for a tenant. 

In fact, few women realize that really beautiful fix- 
tures can be bought at so reasonable a cost, because they 
have never had an opportunity to see fixtures properly 
displayed. Most women have seen fixtures only in the 
cluttered ceiling of a fixture store with the side brackets 


on your Northwind distributor 
regularly and often. Over 100 
stock-carrying Northwind dis- 
tributors are ready to serve 
you. Reserve factory stocks 
in St. Louis, New York, Chi- 
cago, Houston and Dallas. 





Good profits, popular prices, in a clutter at the other end of the showroom. 

quick service and protection The manufacturers have realized that the big market 
against “come backs” make today is replacing the atrocities now in the homes with 
Northwinds a sure profit bet modern fixtures. They realize that if they can find 
for every dealer. proper merchandising outlets for the right display and 


sale of fixtures their sales will leap forward. 
Some modern merchants are learning this through 

















| THE Emerson Exectric Mrc. Co. the display and sale of lamps. Some are not. The right 
| 2018 Washington Ave., St. Louis, Mo. display is the answer to profitable sales of lamps and 
| 806 W. Washington Blvd., Chicago 50 Church St., New York City fixtures. The market is waiting. There is no greater 
| opportunity. 
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Flame-tint Lamps 
By Carl W. Maedje 


INCE 25 to 35 per cent of all the lamps retailed 
S by the average merchant of National Mazda 
lamps are, by statistics, shown to be colored 
ones; since nearly all of these are of the flame-tint 
variety—here is a matter not to be reckoned with 
lightly. Or is it? Well, that all depends: 

“That’s nothing in my young life,” mumbles the 
irresponsible agent, “I wouldn’t even care if I sold 
all flame-tints so long as I sell a lot of lamps.” 

To be sure, if everyone wanted to be as near-sighted 








The New 1927 Line of 
HAAG WASHERS 


is the year’s biggest sensation in the in- 
dustry. Get behind the Haag line for 
bigger profits. Wire or write today for 
new catalog and full information. 


=f a = = 
=| WASHERS /=— 


HAAG BROTHERS COMPANY 
PEORIA, ILL. 
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*) jobbers. 
in 


as this fellow the present flame-tint situation might 
be reckoned with, lightly. 

Fortunately, however, there are many agents both 
intelligent and far-sighted enough to see that the 
commodity they are selling is not lamps so much as 
it is proper lighting—through lamps. In the light of 
this and in light of the undeniably heavy demand for 
flame-tint lamps, it naturally follows that the flame- 
tints sold should be properly used. Obviously, it is 
the agent, the man at the front, who finds himself in 
the most strategic position to instruct the purchaser 
of flame-tints as to their proper use. Therefore, with 
every such sale the conscientious retailer will not only 
dispense flame-tint lamps over his counter but prac- 
tical information (to be shaken before using) as well. 

Dr. M. Luckiesh, director of Lighting Research 
Laboratory at Nela Park, and generally recognized 
father of the flame-tint idea for lamps, has this— 
and I think the agent should welcome the ammunition 
—to say in connection with the correct use of these 
lamps: 

It is the office of flame-tint lamps to cheer, to lend 
comfort, and to give a spirit of warmth to the home 
and other interiors such as hotel, theaters, restau- 
rants and clubs. 

When these lamps are used the general effect in a 
given room is usually more satisfactory if all lighting 
equipment in it employs flame-tint lamps. 

Flame-tint lamps are not primarily intended for 
work requiring serious vision. It must be remem- 
bered that a 50-watt flame-tint is only about 70 per 








The unusual growth of ARROW over a quar- 
ter century is evidence that the handling of its 


products has been profitable to dealers and 
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Takes the 
Colds Out 
of Comfort 













Taming the 
Electric Fan 


Here is a brand new, low cost and absolutely 
necessary attachment for every electric fan in exist- 
ence—a sure, quick seller and profit maker for all. 


THE 


WAVAIR CIRCULATOR 


fits every fan 





Changes the straight objectionable “blow” of a fan into a whole 
roomful of refreshing, cooling, gentle zephyrs—keeps the kiddies 
from getting their fingers mixed up in the revolving blades. 


No More Colds 
Stiff Necks 


and Scattered Papers 


Defiects the air upwards, over 
your head, and keeps it agitated 
and refreshened throughout the 


room. 


All Sizes to 
Fit Every Fan 
Instantly Attached 


Clamps on the wire guard—any- 
one can attach it in a minute. 

Aluminum with handsome black 
lacquer finish, Makes a fan an 
ornament. As necessary as a 
loud speaker to the radio. 

s the fan in use all day 
and night without annoyance of 
too much breeze. 

SIZES AND RETAIL PRICES Never such aie seller—never 





me OOP BP GM. ..ccccece $2.00 such a booster for fans! 
Ne. 2 for 9” Ree 2. 
Ne. 4 for 12" fan. 22.2.2! 3.00 Allweather 
Ne. 5 for 16” fan.......... 4.50 Ventilator Company 
Inc. 
. 2508 Grand Central Terminal 


Bidg., 100 East 45th Street, 
7, New York City. 
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cent as efficient as a 50-watt lamp of the new Stand- 
ard line of inside-frosts. 

“We should think of an average normal person as 
two beings psychologically,” explains Dr. Luckiesh. 
“He is a day and a night being. During the day 
where serious work and vision are associated, he in- 
stinctively expects adequate intensities of light of 
daylight quality. For thousands of years men did 
their serious work by day. Night is quite the re- 
verse. This is the period of rest and recreation in 
which the esthetic self may come forth. This is the 
period in which we have been associated for count- 
less centuries with the yellow-orange light from 
flames. It is most natural then that we turn to light 
of the warm color when we think of the home, club, 
hotel and those places having the home atmosphere.” 
—Light. 





Selling a Successor to Katie 
(Continued from page 31) 


own garments. She says her clothing budget has 
been cut down more than one-half, and not only that, 
but she has twice as much to wear as she had before.” 

Mrs. Preston surveyed her own limited wardrobe 
with her mind’s eye and was won. She was amazed 
when Mr. Nabor, enthusiastic in his subject, enumer- 
ated fourteen uses for the electric fan. She had 
thought of the fan merely as a summer breeze pro- 
vider, to be relegated to the attic perhaps nine months 
out of the twelve. When she learned that it was a 
first rate fire starter for the furnace, diffused warm 
air throughout the room if used beside a sluggish radia- 
tor, how much time she could save in drying cloth- 
ing and other items, she decided that she must have 
a fan if nothing else. 

For an hour and a half Mr. Nabor suggested and 
demonstrated, and Mrs. Preston purchased a washer 
at $135; an iron, $6.50; a vacuum cleaner, $60; a 
radiant heater with a copper bowl, $8.50; a curling 
iron, $3.50; six double-duty plugs, $6; a grill, $13.50; 
a heating pad, $8; a percolator, $11; a portable lamp, 
$18.75, and a motor-driven sewing machine at $70. 
The total amounted to less than $350, and, as Mr. 
Nabor assured her, could be paid any time within 
nine months. He promised immediate delivery, and 
a happier customer never left his store. 

Charles Preston dreaded his homecoming that 
evening. He imagined that he would find his wife in 
bed with a sick headache and a tin-can dinner in pros- 
pect, for she had telephoned him of Katie’s dismis- 
sal. Besides, he knew from experience how unpleas- 
ant it was to interview and try out candidates as 
Katie’s successor, and how Mrs. Preston usually de- 
veloped nerves as a result. 

The glow from the portable lamp with its attractive 
shade greeted him as he came down the street and 
the warmth from the radiant-heater assured an even- 
ing of comfort as he entered the house. The cheery 
“perk-perk” of fragrant coffee was a welcome sound 
and a dinner of his favorite dishes awaited him. 

Best of all, there was a sparkling, happy wife to 
tell him that the only “maid” in the future would be 
the quiet, efficient, economical, clean (and many other 
adjectives), electric maid. 


























“And all this to be paid for in much less than one 
little year—out of Katie’s wages,” she laughed. 

Just twelve months later they learned that a charm- 
ing little bungalow which they had admired since the 
time they had seen it being erected, was offered for 
sale. The owner had taken a position out of town and 
was making a sacrifice price for quick disposal. 

“Only $500 down. Can we and shall we do it?” they 
asked each other. 

“We couldn’t a year ago,” said Mrs. Preston, frank- 
ly, “but let us figure up. I’ve kept right on laying 
aside Katie’s wages since the electrical supplies were 
paid for, so we have almost $200 from that fund and 
more, too, because I put it in a savings account so it 
would draw interest. 

Then I cut our budget for the grocer and butcher 
to not more than $15 a week. When Katie was here 
it was never less than $25 and sometimes more so 
I’ve saved at least $5 a week in that way and in our 
regular account and savings account we have $550. 
Yes, I think we can safely manage to buy the house.” 

A “Home Electrical” it truly became, for Mr. Nabor 
knew of fifty-five functions that electricity would per- 
form in a house, and the Prestons were so grateful 
for all that electricity had done for them that they 
installed outlets wherever possible and added appli- 
ances as fast as their growing means would permit. 





If You Have Motor Complaints 
(Continued from page 21) 
unnecessary for your customers to abandon use of 
the appliance while a burned out motor is being re- 
paired. 

Electric motors are also subject to the same trouble 
as any moving product. The bearings may get either 
hot and dry, thus sticking, preventing the shaft from 
revolving and causing what is known as “frozen” or 
tight bearings; or they may wear out, due to grit or 
foreign substances acting as an abrasive in them, and 
thus become too large. 

A local mechanic will have to be called on, most 
probably, in such events, to replace the bearings. 
There is no difficulty in determining when the bear- 
ings are at fault, for attempting to turn the motor 
shaft by hand will disclose loose bearings or those so 
tight the shaft cannot be budged. 


To summarize, the device itself must be capable of © 


being operated by the motor. The motor must have 
electric current reaching it. This current must be 
transmitted to the armature so that brushes must be 
touching the commutator and making contact. 

And the bearings must still fit, being neither too 
loose nor too tight. If these elements are all satis- 
factory, then evidently the windings of the motor are 
destroyed and it becomes a job for the electrical re- 
pair man or the manufacturers, depending upon the 
motor guarantee, the speed and cost at which the job 
must be done, and the availability of a spare motor. 

The spare motor gives for the best satisfaction to 
the customer. The automotive repair man has learned 
this. To make repairs quickly, certain fabricated 
parts are kept in stock and a faulty one replaced by a 
repaired one. This is becoming rather ordinary prac- 
tice with universal joints, generators and even axles. 
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A Small Stock 


Will Convince You 


that there is a natural demand for the low-priced 
quality line of guaranteed Eskimo Fans. 


Jobbers and dealers everywhere have found that 
their initial order for Eskimos has resulted in a 
quick turnover and an increased and steadily 
growing demand for this fan. 


Made in three sizes, retailing for $5.50 for the 8 
inch blade, $7.00 for the 9 inch blade and $10.00 


for the 10 inch, two speed oscillating type. 


Send in your order now, or write for further 
particulars, discounts, etc. 


United Electrical Mfg. Company 
Adrian, Michigan 


Also Manufacturers of 
Eskimo Kitchen Mechanics and Ventilating Fans 





= Ra 
Model 10, 8” Blades 
Retails at $5.50 











Drum notes not only heard —~ 


but identifi ed - 





Thousands of radio listeners will now realiz- 
for the first time that radio orchestras have 
drums when they hook up this new, im- 
proved Crosley Musicone. 


As originally produced the Musicone startled 
the radio world, eclipsing the old type horn 
and squeaky speaker. 


Today, the new Musicone with its latest re- 
finements and improvements corresponding- 
ly leads its host of imitators. 


Prepare for a real surprise when you hear 
this amazing device with its beauty and 
fidelity of treble reproduction—clarity and 
breathless reality in middle tones—richness 
and resonance of bass. ‘Today—infinitely 
bettered and superlatively developed, the 
Musicone is the world’s finest loud speaker 


° —and, at such extremely low prices, it’s the 
Lin VO CZ, world’s greatest radio value. 
The Crosley patented actuat- 
ing unit (and NOT the cone) 
is the secret. There’s noth- 
ing else like it. 


= — - Write Dept. 132 for 
descriptive literature 


MUSICONE 


SUPER-MUSICONE The Crosley Radio Corporation [Ty 7pa-MUSICONE 
16 inch Cone $9 inch Cone 


CINCINNATI, Powel Crosley, Jr. 
]|4 | OHIO Pres. yl ) 


Prices slightly higher west of the Rocky Mountains 
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~ | NQUESTIONABLY the greatest sales compeller ever 
built into any washer is the Live Impellor—an exclusive 
VAC-A-TAP feature that has set new standards for the 
entire washing machine industry. With it dealers everywhere 
are reaching new peaks in washing machine sales. 
Women are quick to grasp the excelling advantages of the 
Suction-Squeezing—Vacuum-Tapping action of the LIVE 
IMPELLOR—the easiest, quickest, gentlest way to wash clothes 
perfectly clean. 
The Live Impellor supported by six other definite superiorities 
establishes VAC-A-TAP as the World’s Most Modern Washer. 
The wide acceptance of this fact is clearly in evidence in the 
national dealer organization that is rapidly shaping itself. 
Regardless of the attractiveness of your present 
connections it will pay you handsomely to get 
the full details of the VAC-A-TAP proposition. 


Write or Wire at once 
The VAC-A-TAP Company, Dept. B. 
HOLLAND, MICHIGAN 
IT CLEANS and PROTECTS as it CLEANS 





a See 


The MACHINE with the LIVE IMPELLOR 


The Vac-A-Tap Co. 
Dept. B, Holland, Mich. 


Gentlemen: 
Please send us full VAC-A-TAP facts and all details of the liberal 


dealer policy. 
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City SS =— A ange PEDO 








Distinctive Charm fha/ | 
Assures More«Easier Sales. } 


SalislactionUtility +f 


that Builds | 
BetterBusinesst 


and Profits. 


A wide variety 
of Patterns and 
Sivles. 


A range of Prices 
to accommodate 
every Purse. 


“Royalite” Electric China Ware 
the most striking innovation © in 
Electrical Merchandise. 


A Reputation for “ Products of 
Excellence’ established over forty 
vears. 


Send for Catalog and Sales Plans 


Roseson RocHESTER CORPORATION 


New York Showrooms 


ZOO FIFTH AVE. 


m-ladelaar-lCavelieélaaieal-t- 


ROCHESTER, N.Y. 








